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SALES HIT THE 
RIGHT STRIDE 


when young shoes 


are built with the 


quality and durability 


of HUBSCHMAN’S 


SHOE 


Green Shoe Manufacturing Co. 
960 Harrison Ave., Boston 18, Mass. 


Illustrated: A particularly attractive 
version of the popular shell one-strap 
with the new off-side vamp trimmed 
in touches of white 

TANDRITE CALF 

#594 ADMIRAL BLUE 

#518 CHERRY RED 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23, PA. 
















I hear that the 
Russell Allen people just 
completed a study on children’s 
shoes in a cross section 
of 6 big stores. 






Yes, and it shows that they 
average 165% higher net 
profit on Buster Brown than 
on the rest of the children’s 


department. 












ts, Bis lee in ae ~*~ \ 
ig ” a 
Ask to see the first audited study o 
children's shoe retailing ever made. This 
. * report is No. 4 of acontint series on 


more profitable shoe retailing made oy 4 the Ru 

Allen migien whi for the Brown Shoe Company. It 

se childre shoe profits and shows how they 

can be increase d. ‘wien wire, all Buster Brown 
sion, Brown Shoe Company, x Lou 


Brown Shoe Company 


. Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
oben Girl Scout Shoes * Life Stride * Naturalizer * Pedwin * Propr-Bilt 
Risqué * Robin Hood « Roblee * Westport 
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“Daddy’s Shoes 
Felt Better 
than Mine... 


.-- until they 
bought me 


- 


ws 














Biter ; 
FLEETF~A/R 


SHOES FOR CHILDREN 


Take a tip from this “MAN” who 
knows. Stock the Fleet-Air Line—the 
line that brings satisfied parents 
back to your store again and again 


for all of their children’s foot needs. 


ationelly EET=AIR 
: aninnd 
Advertis® FL SHOES ron cman 
ee Ae eo een a en e eee, © EPHRATA, PENNA. 


New York City Sales Office: 465 Marbridge Bidg. 
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How to influence 


this man to walk 





into your store! 






Charcoal Brown, 
Long Grain, $21.95 





H. wants the best. He know fine leath 


ers and insists on getting them. He knows 


what he wants in sfvle. too. That shy the 
PREEMAN line is the line that brin him in 
and makes him a regular custome So 


show him the newest breeman 





Charcoal Brown, 
Long Grain, $17.95 


right for Fall and Winter 
Investigate thre | hh | \l \\ fall program, (Lom 


plete style coverage in’ three distinet price 
grades $9.95 to $24.95 under one strong brand 
In-stock styles fon ime-day shipment, A 
complete promotional program of color and 
black-and-white national ad tied in ith deales 
newspaper ads, window di plays, direet mail, 


and othet promotional material 


If you are interested in faster lurnovel 
write today for detail on becoming a suces 
ful Freeman Dealer, 


FREEMAN SHOE CORPORATION + BELOIT, WISCONSIN 





Sweptback Wing, 
Brown Grain, $12.95 


Serving over 5,000 of America’ 


nia finest shoe dealers 


Wondertul feeling 


“ merece a (on FREEMAN’S 
age) 


DEIR G TS" 
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“ DEB: _ ~ reed IAG 


MOC SOFT 


Black Suede 
$5.75 


Benedictine Calf 
Analine Calf 


$5.85 
hss discount - 
30 days 


MAD MOC 
Medium Grey Suede and 


Russet Tan Calf $5.35 


Write for Debs new 
complite Sn Stock calalog 


SHUFFLE TIE 


Black Suede—Gun Metal Patent Lacing 
$5.85 


Blue Calf—Red Calf Lacing 
Briarwood Calf—Cream Calf Lacing 


$6.00 fuss discount - 30 days 


RUNWAY 
Black Calf 
Blue Calf 
Benedictine Calf 


Red Calf 
Beige Calf $5.85 dus discourl - 


20 days 


no disputin’ 


delivery... 
it’s In-stock by 


Totayanas’ 


SEND ORDERS TO IN-STOCK DEPARTMENT, DEB SHOE COMPANY, WASHINGTON, MISSOURI 
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BECKWITH in the past h 
irs of box toes for the shoe ind 


.% \\i 
* alf century h 
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f box we develop 
mechanical equip 


and brought new 
Beckwith plants tur 
nd child i 


e come box 
nd keep 
personal 
unsur- 


f box cocs for every man, woman 4 
uch extensive know-how and experience hav 


States. From § 

toes in a host of styles and materials designed to anticipate 4 

well ahea oe manufacturer's needs, Whatever your 

box toe problem ™ be, Beckwith offers you dependable, 
passed service. 


‘of a pair o 


Arden-Rayshine Co ay yeaa AND AGENTS 
—s ‘Mie — Sahoaterten lc.. W 
kwith , of Wi “ , Watert 
Victory Plastics Co oe Ltd. a aa ” Mass. 
Selety ee * Felt vanad P. Q., Canada 
AGENTS: Wright.G “ee Compony, “cal Company, Boston, Ma 
Dellinger Hore mon Compony, St. | Moss » Mass. 
The Geo. A in Co., Reading, Penn ovis, Missouri 
Factory me Gara Co., Cinci sylvania 
jes, Inc., Milwovkee — Ohio 
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ow — even the tiniest sandals can be as 
comfortably cushioned as pumps, sports 
shoes or men’s business shoes! 


That’s because SUPER AIRFOOT, Goodyear’s 
latest and greatest shoe-cushioning advance- 
ment, is of such superior even density that it 
cushions perfectly for the life of the shoe — 


to take the BULK out of cushioning in all smart footwear! 


without adding one bit of bulk! 


You'll find SUPER AIRFOOT in the smartest lines 
of America’s foremost manufacturers, It has 
all the following advantages, possible only in 
the only foam rubber cushioning designed 
specifically for footwear: 


Airfoot, Airfoam —T.M,'s The Goodyear Tire & Rubber Company, Akron, Ohio 








Super Aiaroor is lighter-weight 
for its density than other foam 
rubber cushionings — yet so tough 
that the thinnest layer survives 
heat, humidity, friction, poor aer- 
ation and sidewalk-pound as can 
no other. 


Super Ainfoot gives unvarying 
support — its greater density as- 
sures instant comeback that never 
slows down ~ gives full cushioning 
advantage every step of the way 











Super Ainroor has balanced ven- 
tilation — it ‘‘breathes"’ al! over 
because Goodyear's precisely 
controlled aerating process dis- 
tributes interconnecting air cells 
evenly —no weak spots to flatten 
out! 


Surea Ainroor outlasts the shoe! 
Years in development, thoroughly 
tested under all conditions, SUPER 
AIRFOOT doesn't crumple, crum- 
ble or pack down — exerts gentle, 
buoyant, upward pressure for the 
life of the shoe 








Attention, Shoe Manufacturers! Get free SUPER AIRFOOT test stock and full information 


September |, 1955 


without obligation from Goodyear, Airfoam Dept., Akron 16, Ohio. 


GOOD/YEAR 


The only Foam Rubber Cushioning designed specifically tor footwear 








BETTER than ever! 


) NEW STYLING MAKES Xi Dawes 


€ 


THAN EVER! 


Lucky’s new FOLD-A-WAY style makes Rain 
Dears easier than ever to slip on and tie. 
The smooth sleek lines give this modern 
design rainboot an air of smart 

distinction which fashion-wise 

women will appreciate, and 


— buy and buy, 

oe, ew, BIGGER THAN EVER! 
‘ ~ , A be IL 
lif Ah, 


PUIALSEE UNIVERSAL FIT ...for all types of shoes 


BIGGER THAN EVER ADVERTISING 


i November SEVENTEEN __November 
LIFE November MODERN SCREEN __.November 
McCALLS November 

GOOD HOUSEKEEPING November : ___December 
VOGUE. : November LIFE___ _December 
LADIES HOME JOURNAL November LADIES HOME JOURNAL December 
CHARM _. November CORONET December 
PHOTOPLAY __ November WOMAN’S HOME COMPANION December 
TRUE STORY __ November GOOD HOUSEKEEPING December 
WOMAN'S DAY November McCALLS._— _December 
MADEMOISELLE __November VOGUE December 


MAIN OFFICE 


LUCKY SALES CO., INC. J %15,7#1R0 steer 
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NEW Keene Deweg. ‘4 .0W 


SUPER-SAFE TREAD 
MAKES Au Diwed 
MORE DEPENDABLE 
THAN EVER! 


Deeper ! Sharper! More Rugged! 






FASHION FIT 
for high and 
Cuban heels 





No other type tread on any other type of rain- 
boot does the job of Ate Daces 


This famous tread actually outwears the tread 
of heavy rubber boots! Rain Dears are 100% 
fully molded, with no seams to come apart. 
Millions of women know they oan rely on 

, for safety, for long wear, 
for smartness. 





PROGRAM! 


30 BIG aps: 























7 oe ie 
iM, ‘ ; OD th 
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WOMAN'S DAY P December 
MADEMOISELLE ' December 













A BRAND NEW FACTORY 
in NEW YORK for BETTER 


SEVENTEEN _ December 
eg ———— a 
Y ‘i January > 
PHOTOPLAY January than EVER SERVICE! 
WOMAN'S HOME COMPANION January a 
GOOD HOUSEKEEPING January 
MODERN SCREEN Jenusry Rain Dears have become the world’s largest selling 


BRANCH OFFICES 


NEW YORK 
CHICAGO 


47 W. 34th STREET 
. 1944 W. SUPERIOR ST. 
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plastic rainboots because of Lucky’s constant pol- 
icy of progressive improvement. As customer de- 
mand for Rain Dears has grown greater and greater 
with each succeeding year, we have been forced 
to enlarge and improve our production facilities, 
and this brand new factory has been opened to 
give you the kind of product and service you have 
come to expect of Lucky. 
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THE EXCITEMENT IN SPRING SHOE FASHIONS 


stems from the colored sole . . . and it’s newest, and most logical, 
on the smart casual shoe. Avon introduced Cush-N-Foam Soles in 
colors in 1955. But now, with the new interest in colored soles, 
we've styled them in more colors, new colors, colors coordinated 
with leather and fabric colors for Spring, 1956. 


COLOR COMBINATIONS UNLIMITED 

There's a new yellow, for example, coming up strongly as an accent 
color for Spring, in the black-with-yellow shoe. Start with a yellow 
Cush-N-Foam Sole, add a touch of yellow to the upper — piping, 
a button, laces, or an instep strap — and there's fashion excitement. 


OR START WITH A BRIGHT BLUE CUSH-N-FOAM SOLE, 


on a white reverse calf casual, a T-strap maybe, with just che T in 
blue to match the sole. Sensational! Make it in pink, and beige, and 
yellow, too. 


THE COLORED SOLE SHOE IS A COSTUME SHOE, 


which gives you a chance to sell more shoes. A woman can’t possibly 
accessorize all her costumes with one color. 


cash-in on the fashion for 
colored soles with Casuals 


Give your designers a free hand and Du-Flex 
Cush-N-Foam Soles in exciting new colors, 


A NATURAL FOR PROMOTION 


You will see the promotional possibilities of such casuals in your 
line. It’s time to get them started. Write us right now for the color 
miniatures of Du-Flex Cush-N-Foam Soles. 


COLOR-STYLE ALL YOUR SHOES WITH AVON SOLES 


Colored soles are high fashion, too. For the hard-surface sole in au- 
thentic colors, use Avonite, light, flexible, beautiful. For active sports 
shoes, there's Cush-N-Crepe* in many new shades. We'll be glad 
to send you color samples of both. 


*Reg. U. S. Pat. Off. 


WIDEST RANGE OF COLORS AVAILABLE IN ALL 


AVON SOLES 


AVON SOLE COMPANY, Avon, Massachusetts 


For forty-five yeors specialists in fine sole moterials. 


not on all shoes... just the best ones 
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See “The Last Story’’... full color 
movie on Guide-Step principle. 
Write for details, 


Good shoe retailers know how to fit shoes. Good 
shoe retailers also know that their time is money. 


They’re money ahead when they can fit a customer 
faster, with complete satisfaction. 


You can do this with the Johnsonian Guide-Step 
line for two reasons: 


1. Guide-Steps are designed to fit the foot 
in action, because thousands of foot 
measurements in action are built into the 
lasts over which they are made. 


. Guide-Steps are designed to fit the same 
foot with the same size in every style. 


They’re styled for volume selling, too. And con- 
sidering they retail profitably for $9.95 and up, 
you'll find it well worth your time to write for 
complete information or a personal call from one 
of our representatives. 


A PRODUCT OF _ ieee JOHNSON 
Q 2 John Onsomlan 


GUIDE-STEPS 


Johnsonian Jr. Guide-Steps also available in some styles 
ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. St. Louis 2, Mo. New York 13, N. Y 


Nationally advertised in LIFE, 
SATURDAY EVENING POST, 
COLLIER’S, LOOK, 

ARGOSY and 

AMERICAN LEGION 








Successful models of GUIDE-STEP shoes have also been developed in our children’s, misses’, growing girls’ and women’s 
lines, The salesman who carries JOHNSONIAN GUIDE-STEP can tell you about these lines, too, 
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Tue Leather Show came earlier this year, but early 
or late, this event marks the turning of a leaf on the 
shoe trade calendar and a turning point in the thinking 
of many shoe people. From now on it isn’t simply a 
matter of making and selling this year’s shoes but also 
of planning ahead, beyond the Fall for Spring and 
Summer of 1956. 

Despite the fact that the Tanners Council Spring 
Leather Opening came in the midst of the vacation 
season, the attendance was usually large, reflecting the 
high degree of trade interest in prospects for the 
future. There were questions in many minds, and 
the Leather Show, as well as the meetings and confer- 
ences sponsored by NSMA and NSRA, gave oppor- 
tunities for consultation and discussion. 

Thus far in 1955 the 
hopes and expectations of the more sanguine trade 


shoe business had fulfilled 


prophets. It had agreeably surprised many whose view- 
point was less optimistic. No one questioned the ability 
of the industry to produce a record number of pairs. 
But some were doubtful about the ability of manufac- 
turers and retailers to dispose of such a production, 
and of the capacity of the purchasing public to buy 
and consume them. 

Was the 


marked the first half of this year being passed along 


increased production of footwear that 
through the channels of distribution to the customers 
of retail stores? Or was a considerable portion being 
piled up in the shape of inventory on the shelves of 
retailers, in the stock rooms of wholesalers or in the 
in-stock departments of the manufacturers themselves? 
In other words was there more than a possibility that 
this year’s production record was being achieved by 


manufacturers at the cost of next year’s business? 


Possibilities of that kind, of course, always exist 
and must always be considered in making a balanced 
and accurate appraisal. The prevailing opinion of 
leather and shoe trade representatives who gathered in 
New York this August seemed, however, to incline 
strongly to the more favorable and hopeful view. Their 
judgment was more generally optimistic than that which 
prevailed among the manufacturers and volume retail- 
ers who attended the Popular Price Shoe Show in May. 
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OUTLOOK 


Consumer Challenge to Shoe Trade 





Admittedly, they had more experience upon which 
to base their judgment, and the fact that retail shoe 
business “weathered” an extraordinary Summer in what 
seems to be considered a generally satisfactory way 
played a large part in creating the current favorable 
outlook for future shoe business. True, it was a Sum- 
mer of widespread and frequently drastic price cuts 
on footwear at retail. And true, stocks in stores at the 
moment are admittedly higher in a good many cases 
than they were at the beginning of Summer. But the 
clearance sales did undoubtedly serve as a buying 
incentive and a stimulus to Summer shoe business, They 
converted into cash footwear that would have consti- 
load if carried into another 


tuted an undesirable 


season. The inventories of stores today consist in a 
very considerable part of shoes bought to fulfill Fall 
demands. In the main they probably consist of live 
and desirable stock. 

As one experienced shoe merchandiser pointed out, 
the answer to any question as to what constitutes a 


What 


looks like a heavy or overloaded inventory in a dull 


proper inventory depends upon relative factors. 


retail season becomes inadequate, overnight almost, if 
trade suddenly picks up. It is becoming more and more 
apparent that we are operating today in a new and 
radically different kind of shce market, in which the 
criteria of the past no longer apply. 

Demand for merchandise has increased and increased 
substantially both in a quantitative and qualitative way, 
More people are buying more shoes and are beginning 
to show a better appreciation of worth and quality in 
the shoes they buy. It is for the shoe trade now to 
encourage and make the most of that improved situa- 
tion by more intensive promotion and intelligent selling 
for the remainder of this year, plus thoughtful planning 
and preparation for the season that lies farther ahead. 

American consumers have responded favorably to the 
interesting and attractive style innovations developed 
by the industry this year. They have shown a dis 
position to meet the shoe trade half way in its efforts 
to stimulate sales through styling and promotion. Such 
a consumer response offers the trade a clear and definite 
challenge that calls again for bold planning and efficient 
operation in 1956, 



















On United’s New 


X High Style Last 


It’s as modern as tomorrow . . . yet made with 
the old-fashioned idea that footwear should stay on the foot. 
Note the pear shaped heel curve which pulls top of heel in 
to provide a shorter fitting back for this low top, dress 
type loafer. Top lines don’t gap — back part hugs the heel. 
Note also . . . the cleaned out sides which give a pump effect ... 
the two-eyelet tie .. . and the soft wall of the forepart for 
more comfort. You can sell a lot of shoes when they’re made 
on lasts like this! Available in Slide-O-Matic? Naturally. 


UNITED LAST COMPANY, BOSTON, MASS. 
Division of United Shoe Machinery Corporation 
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THE ONLY COMPLETE NATIONALLY 

ADVERTISED LINE 

Whatever the shoe, the leather, the color, 

Esquire always has the right polish. And as 

fast as the industry dreams up a new shoe, 

a new leather, a new style, Esquire develops a new product. 


Items like Esquire Custom Finish and Aerosol] Sprays are 
constantly being developed to help you increase your polish 
volume and profits. 


And remember, one order, one shipment, one invoice brings 


you the complete line of America’s top quality shoe polishes. 


AMERICA’S NUMBER ONE VOLUME LINE 


More Esquire Polish is sold than any other brand 

. regardless of price. And in the Shoe Trade, 80° 

of all the 25¢ polish sold is Esquire. Add Esquire’s gen- 

erous unit profits to this fabulous turnover and you have a 
profit combination that’s really a profit combination. 


CONSISTENT ADVERTISING THAT CREATES THE DEMAND 
52 weeks a year, all year long, Esquire alone in the entire 
industry sponsors a half-hour of big-time Network TV. Each 
week, on “MASQUERADE PARTY”, millions of families are 
reminded to buy Esquire Polish. And when they see it in 
your store, they will buy it from you. 


Esquire—And Only ESQUIRE—has all this! 


Products of Knomark Mfg. Co., Inc., Brooklyn, N.Y. 
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FORMULA 
FOR 
SUCCESS 


IN RETAIL SHOE BUSINESS 


What makes some retail shoe operations more successful than 
others? Why do some stores consistently show gains in volume 
and profits? 


As an experienced retailer yourselfyou know that “luck” or “gim- 
micks” aren’t the answer. You know it’s something sounder, more 
solid. And you’re right. There’s a proven “formula”’—a group 
of methods and ideas packaged in a certain combination which, 
when put to work, spells certain success in retail shoe business. 


The presentation of this “formula for success” by a team of 
retailing experts will be one of the most important events of the 
year in shoe business. There'll also be a free take-home hand- 
book with all the vital facts and figures behind 
this “formula”. This outstanding service is 
THE available to you by attending 


SHOE RETAILERS 5 seieeinanieteenin, 
WORKSHOP : 
Rigs dee N AT O N 4b L 

AT THE 
—“— ~~ §HOE FAIR 


} CHICAGO — OCTOBER 23-27 


‘ Presentation on Tuesday, 8:15 A. M., October 25, 
“Se Conrad Hilton 


es ae 
And don't miss these “PLUS” features... 











1 A dramatic preview of “the shoe store of tomorrow”. 
2 A national contest for retail shoe stores — with highly valued prizes. 
3 The “Star Salesman” Award Contest. 


Make your plans now for Chicago hotel accommodations during 
the National Shoe Fair, October 23-27 
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Headlines and Footnotes 


Important Trade News and Trends of the Fortnight 


As Reported by RECORDER Correspondents 





Shoe Stores, Factories, Rush Flood Repairs 


Rubber Goods Factories at Naugatuck, Conn., and W oonsocket, 


R. 1., among Footwear Production Plants Hardest Hit 


Re- 


tail Shoe Stores Forced to Suspend Business in Some Areas. 


Mosr of the shoe manufacturing centers of Massa- 
chusetts, Pennsylvania and New York state are located 
outside of the areas that bore the brunt of the devastat- 
ing August floods which followed in the wake of hurri- 
canes Connie and Diane, Thus the great majority of 
shoe factories in these states escaped severe damage 
and interference with regular production schedules. 
Retail shoe stores in these areas, also in the parts of 
Connecticut and New Jersey affected by the floods, were 
less forunate. Many stocks suffered serious damage, 
and some stores were obliged to suspend business until 
repairs could be made and establishments restored to 
In Winsted, Con- 


necticut, one of the communities visited by the most 


a semblance of normal conditions. 


serious devastation, the Mad river poured a raging 
torrent through Main Street, tearing up pavement and 
sidewalk to a depth of eight feet. Retail shoe stores here 
and in towns nearby were reported closed and could 
not be reached by telephone from Recorper’s New 
York office. 

The greatest flood damage reported by any concern 
connected with the footwear industry was that sustained 
by the United States Rubber Company, particularly at 
its plants in Naugatuck, Conn., and Woonsocket, RK. 1. 
Both of these towns suffered serious flood damage with 
resultant interruption of factory operations. According 
to a statement issued by H. Gordon Smith, executive 
vice-president, the gigantic task of getting the plants 
restored to condition that would make normal produc- 
tion possible was proceeding rapidly in the early part 
of the week following the disaster. Manufacturing was 
expected to be resumed by Saturday of that week. 

“The company’s personnel at each plant have re- 
covery and repair work well under way,” said Mr. 
Smith. “Engineering, production and safety personnel 
from New York and other locations have been rushed 
to Naugatuck, Conn., and Woonsocket, R. I., the areas 
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hardest hit by the floods, to help restore employment 
and service to customers, 

“Truckloads of steam, water and fire hose from the 
company’s mechanical goods plants in Passaic, N. J., 
and electrical wire and cable from its Bristol, R. I., 
wire plant are being rushed to the stricken plants to 
help restore power and rectify the damage. 

“The company also expects to make up for part of 
the loss of production in the plants hit by the flood 
through production increases in other similar plants lo- 
cated in other sections of the country. 

“It will not be possible,” Mr. Smith said, “to obtain 
an accurate estimate of the cost of the flood for several 
days and possibly several weeks. However, it now ap 
pears that total damage to the five plants may run as 
high as 5 to 10 million dollars. The plants were not 
flood 


costly and nearly impossible to obtain.” 


covered by insurance because it is extremely 

A summary of the damage to the stricken footwear 
plants and an estimate as to time of restoration to not 
mal operation follows: 

Footwear plant, Naugatuck, Conn. 

Damage severe, with payroll records lost and many 
mills, banbury mixers and calenders out of operation 

Resumed shipping footwear products to customers 
from warehouse. Some production resumed at end of 
week following flood, with outlook good for early full 
production. 

Chemical plant, Naugatuck, Conn, 

Damage severe, principally to inventories of raw ma 
terials and finished goods, Production facilities for re 
hardest hit. 

Footu ear and foam rubber plant, W oonsocket, R. / 


claim rubber 

Damage moderate. Expected to atart shipments to 
customers on Wednesday following flood, Partial Pro 
for early full 


duction started, with good prospects 


production, 





Popular Price Show Group 


Launches Extensive Style Service 


Poputar PRICE SHOE SHOW OF AMERICA has 
the 


history, according to Edward 


fashion service in its 


Atkins Maxwell 


started on most extensive 
and 
Field, co-managers, 

Members of the National Association of Shoe Chain 
Stores and the New England Shoe and Leather Associa- 
tion, as well as members of all PPSSA style committees, 
already have received the first in an expanded series 
of fashion 


reports. A complete portfolio, including 


additional features never before offered as an industry 


Inspecting fashion portfolio at recent New York meeting 
of PPSSA style committees are, left to right: Nat C. 
Schieber, of Edison Brothers Stores, Inc., chairman of the 
Women's Dress Shoes Committee; George Nacht, Shoe 
Corporetion of America, chairman ef Women's Sports and 
Welts Committee, and Sidney Spiegel, Bruce Shoe Com- 
pany, chairman of Women's Casuals and Dressy Flats Com- 
mittee. Style committee meetings were conducted by Doris 
A. Weston, of the Accessory Council, fashion consultant to 
PPSSA, and Helen Joseph, shoe co-ordinator for the show. 


fashion service, is now in production and will be dis- 
tributed within the next ten days, 

The PPSSA Fashion Committee, meeting recently in 
New York, recommended the new program which will 
emphasize “across-the-desk” services and de-emphasize 
fashion shows. This committee is now under the co- 
chairmenship of Alfred L, Morse, of Morse Shoe Stores, 
and Myer Saxe, of the Kesslen Shoe Company. Its 
membership includes: Paul Kleven, Klev-Bro Shoe Mfg. 
Saul L. Katz, Hubbard Shoe Company; 
James Shapiro, Ware Shoe Company; Sidney Spiegel, 
Bruce Shoe Company; G. Elliot Stickney, Holmes Stick- 
ney, Inc.; Harry Bass, Kleven Shoe Sales Co., 
Brothers 
Maling, Maling Brothers, Inc.; Lawrence Merle, Endi- 


Company ; 


Ine. : 
Simon Edison, Edison Stores, Inc.; Louis 
cott Johnson Shoe Corp.; Milton Simon, I. Simon Co., 
Inc.; George L. Smith, G. R. Kinney Co., Inc.; David 
W. Herrmann, Miles Shoes, 

The PPSSA Joint Industry Committee received and 
That 


which is responsible for all PPSSA policies, is under 


approved these recommendations. committee, 


the co-chairmenship of Jack M. Schiff and A. W. Berko- 
witz, presidents respectively of the National Associa- 
tion of Shoe Chain Stores and the New England Shoe 
and Leather Association. 

Already issued by PPSSA have been European shoe 
reports, accompanied by sketches, covering both the 
French and Italian markets, and an analysis of the 
French couture collections. These were prepared ex- 
clusively for PPSSA by Bettina Ballard, former Fashion 
Editor of Vogue Magazine. 

The portfolio, which will be housed in a specially 
prepared folder, will contain the following features: 
Paris Fashions and Sketches by Betty Green; American 
Fashions in relation to women’s shoes by Doris Weston 
and Helen Joseph; American fashions in relation. to 
children’s shoes by Doris Weston and Helen Joseph; 
PPSSA 


price shoe trend reports by PPSSA style committees, 


color chart—fabrics and leathers; Popular 
edited by Helen Joseph; additional European shoe Re- 


port by Bettina Ballard, 


To Issue Spring Fashion Forecast 

In mid-November, PPSSA will again issue its Fashion 
Forecast for Spring and Summer 756. A series of 
special fashion bulletins is also being planned for late 
this year. Through “Leather Show Week,” five PPSSA 
style committees met to receive fashion reports and 
to evaluate shoe trends for next Spring and Summer. 

Doris A. Weston, president of The Accessory Coun- 
cil, was fashion consultant to PPSSA for these meet- 
ings. Together with Helen Joseph, PPSSA Shoe Co- 
Ordinator, she researched fashion markets. Miss Weston 
and Mrs. Joseph conducted the style committee sessions. 
Miss Weston for the past two shows has been fashion 
producer of PPSSA style presentations. 

All PPSSA women’s style committees had a com- 
bined meeting at 2 p.m., Monday, August %, at the 
Park Lane Hotel, at which Miss Weston presented the 
apparel and textile trends in their relationship to shoes 
for Spring and Summer 1956. In addition, committee 
members at this meeting were given reports in swatch 
form outlining the trends in fabrics, leathers and 
trimmings. 

Nat C. Schieber, of Edison Brothers Stores, Inc., St. 
Louis, is the new Chairman of the Women’s Dress 
Shoes Committee, succeeding Arthur Gold of Miles 
Shoes, New York. In preparation for the meeting of 
that committee, as for all other style committees, mem- 
bers received detailed questionnaires in advance, the 
answers to which were compiled as agendas for dis- 
cussion, The Women’s Casuals and Dressy Flats Com- 
mittee is headed by Sidney Spiegel of Bruce Shoe Com- 
pany, Biddeford, Maine; The Women’s Sports and 
by George Nacht of Shoe Corpora- 

Columbus, Ohio; The Children’s 
by William Waddell, of Sears Roe- 
buck & Company, Chicago, IIL, and the Men’s Shoes 
Committee by M. H. Reese, A. S. Beck Shoe Corpora- 
tion, New York City, New York. 


Welts Committee 
tion of America, 


Shoes Committee 
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Third Decade for National Shoe Fair 


Tue National Shoe Fair in 1955 starts its third decade 
as the nation’s largest shoe show. The National Shoe 
Fair was born in May, 1935, when a joint committee 
of the National Shoe Manufacturers Assoviation and 
National Shoe Retailers Association met and arranged 
a cooperative convention of shoe manufacturers and 
retailers, Chicago was selected as the first Fair site, 
and the first application from an exhibitor was received 
in August of that year. 

tecently, the National Shoe Fair Committee, in 
reviewing the extensive growth of the Fair, cited some 
interesting comparisons of the shoe industry in 1935 
and the industry in 1955. 

Back in 1935 the industry produced 383 million pairs 
of shoes. But in 1955 it will produce an estimated 555 
million pairs, a growth of 172 million or 45 per cent. 

Per capita shoe consumption in 1935 averaged 3.01 
pairs, while in 1955 it will have reached about 3.40 
pairs, a growth of 19 per cent. 

In some aspects this growth pattern has been truly 
spectacular, For example, in 1935 women’s shoe pro- 
duction amounted to 145 million pairs, while in 1955 
it will reach an estimated 240 million, a rise of 95 
million pairs or 65 per cent. Over the same span, 
women’s per capita shoe consumption increased from 
3.31 pairs to over four pairs, or 22 per cent. 

Misses’ and children’s shoes also showed a tremen- 
dous growth—from 37 million pairs in 1935 to about 
65 million in 1955, a rise of 28 million or 76 per cent. 
Per capita consumption of this group rose from three 
pairs to nearly five pairs, a boost of 66 per cent. 

Babies’ and infants’ shoe output amounted to only 
21 million pairs in 1935, but reached some 37 million 
in 1955, an increase of 16 million or 76 per cent. Per 
capita consumption also rose. 

Men’s shoes, however, failed to follow this growth 
pattern, and output of approximately 100 million pairs 
showed no change. Youths’ and boys’ shoes output 
remained somewhat static over the two-decade 
span, staying at around 18 million pairs. However, 
a “little revolution” is currently taking place in men’s 
and boys’ footwear, due to such exciting innovations 
as low-top pattern, the new Continental styles, the 
expanding use of colors, and other factors serving to 
boost per capita sales and consumption of shoes among 


also 


these groups. 

Back in 1935 the American public spent a little over 
$1 billion for shoes, but in 1955 will spend $3.5 
billions, an increase of 142 per cent. 

America’s shoe workers have also shared in this 
growth. In 1935 some 202,000 workers were employed 
by the industry as against 230,000 today, a rise of 18 
per cent. The 1935 weekly payroll for shoe workers 
amounted to $3.3 millions as compared with $12 mil- 
lions today, a rise of 206 per cent. Average weekly 
earnings for shoe workers in 1935 came to around $18 
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as against an average of $52 today, a boost of 211 per 
cent. 

The “The National 
Shoe Fair has come a long way since its beginning 
when there were some 775 exhibits and 443 participat- 
ing firms. At the 1955 National Shoe Fair in Chicago 
next October 23-27 there will be nearly 1,000 exhibiting 
firms and approximately 1,500 exhibits, These firms 
will comprise 97 per cent of all the 545 million pairs 
will 


Committee report concludes, 


of shoes produced in the U. S., and represent 
every type and price range of footwear on the market.” 


New Technique Developed 
For Retail Shoe Sales Training 


Axew and effective technique for the sales training 
of retail shoe personnel was revealed to the trade press 
when Robert Stolz, advertising manager of Brown Shoe 
Company, demonstrated and explained his company’s 
“Pocket Sound Film” The 


course, presented through the media of eight 45 RPM 


unusual album, training 
records supplemented by accordion folders serving as 
“personal screens” and study texts, has been devised 
for the 
Richard Borden of Borden & Busse, sales consultants, 

With each of the RCA Victor records constituting a 
basic lesson of approximately 10 minutes duration, the 
course covers eight primary subjects: “How to Fit a 
Foot,” “How to be a Shoe Show-Man,” “How to Help 
“How to Hop the Hurdles of 


“How to Up a Shoe Purchase by Crea 


exclusive use of Brown shoe retailers by 


Your Customer Choose,” 
Shoe Selling,” 
tive Selling,” “How to Convert Single-Shot Customers 
into Repeaters,” “How to Prospect for New Custom- 
ers,” and “How to Rate the Roundness of Your 
Selling Skill.” 


More than 150 photographs especially taken to illus 


shoe 


trate the varied points audibly made on the recordings 
give visual explanation. These photographs are con- 
tained in the accordion folders that accompany each 
record, Because the records direct that each trainee 
flip ahead to the next picture on his personal screen 
every time he hears a bell signal, this new technique 
provides audience participation that helps hold atten- 
tion, Mr. Stolz pointed out. Supplementary to the 
Brown-Borden kit’s records and accordion folders are 
the instructor’s manual and printed quiz texts de- 
signed to test trainee absorption of the basic principles 
of shoe salesmanship. 

The kit, Mr. Stolz explained, is now being shown to 
Brown Shoe customers by all divisional salesmen mak- 
ing their second Fall trips. “We feel this new technique 
will prove very acceptable to our customers,” Mr. Stolz 
said. He anticipates orders for at least 4000 record 
albums. A highly expensive project, culminating after 
a year’s research, the course kits are being offered for 
sale. Additional sets of the Personal Screen Accordion 


Folders (a set being necessary for each individual 


trainee) are also being made available, 





According to Mr. Stolz, Mr. Bolton studied all of the 
material available on shoe salesmanship, textbooks, 
government material, etc., in preparing this presenta- 
tion. In addition, Brown Shoe Company asked specific 
information from 500 selected retailers and thus the 
recordings incorporate the selling tips of some of the 
best merchants in this country, even down to actual 
dialogue which salesmen have found effective in sug- 
gesting a second item or in praising style points of a 
shoe in relation to the individual customer. Finally, a 
special committee comprising Brown Shoe executives 
contributed detailed suggestions for the project, which 
has been copyrighted by the company. 


Retailers Get Sound Advice 
At Business Management Institute 


Tue alert retailer of women’s shoes was cited during 
a discussion of “Successful Selling” at the recent Busi- 
ness Management Institute at the University of North 
Carolina, at Chapel Hill. 

Said O. Fenton Wells, Sears, Roebuck Co. executive 
and one of the panelists: “If a shopper comes in to see 
‘that shoe in the window’ the retailer who is really 
alert doesn’t tell her that her size isn’t in stock. He 
says, ‘Yes ma’am,” tucks her shoe under his left arm 
and he’s .off like a shot. 

“He'll have her size in some other attractive style, 


and——nine times out of ten—she’ll buy those other 


shoes although she came in for ‘the shoes in the 
window,’ ” 

Mr. Wells also pointed to the experience of his firm 
in predicting each day’s retail sales with great accuracy. 
He urged this on the small dealer because it allows him 
to develop a realistic sales forecast with a planned 
program that will insure the attainment of a sales goal. 

Banker Hugh P. Beal of Greensboro, N. C., inserted 
a sobering note for retailers with his caution on credit 
systems, Admitting that current business is good, Mr. 
Beal urged retailers to strengthen their retail credit 


systems at once. “Loose credit regulations during 
periods of prosperity often lead to business failures 
when money gets scarce,” he noted. 

Panelists agreed on the following credit rules-of- 
thumb: (1) In a medium or small business, the pro- 
prietor must personally authorize each credit trans- 


“Weak” be tabbed with 


upper limits on credit allowances; (3) Sales training 


action; (2) accounts must 
must embody credit policies so that all sales personnel 
are credit-conscious; and (4) Sales and credit depart- 
ments must be separate, for although co-operation is 
fine, no salesperson can do his best with a credit man 
breathing down his neck. 

“Profit planning” was another Institute topic of in- 
terest to shoe retailers because it emphasized businesses 
where mark-up is low. Big business panelists agreed 
that small retailers often think themselves too busy to 
sit down and forecast annual volume a year in advance. 
Without it, however, retailers are working in the dark, 


20 


not knowing exactly what it costs them to do business. 

“Anticipate your taxes,” was the suggestion of Doug- 
las Boyle, Winston-Salem hotel executive, to dealers 
wanting to make a start on profit planning. “The first 
lien against a failing firm is always filed by Uncle 
Sam,” he recalled, leading to his admonition that 
dealers forecast their total taxes and then buy tax 
certificates (interest-bearing) each month. 

The idea, he pointed out, is for a dealer to treat 
taxes like any other item of overhead. A next step 
would be to make the “tax bite” part of a general 
annual forecast of business for profit-planning pur- 
poses. 

This year’s was the sixth Business Management Insti- 
Robert G. 


Seymour, director of the Bureau of Business Manage- 


tute and the Institute leader was Dr. 


ment, University of Illinois. 


IS to Greet Chicago Trade 
And Public in October 


SAM SULLIVAN, president of Independent Shoemen, 
has announced that a meeting of Chicago shoe retailers 
and any manufacturers and wholesalers who may care 
to attend will be held at the Sheraton Hotel, Chicago, 
the evening of October 21. 

Arrangements have been made for use of the Tally- 
Ho Room at the Sheraton for this dinner meeting. Plans 
had previously been completed for a composite showing 
of lines by manufacturer and wholesaler members of 
IS at the regular annual meeting of the organization on 
October 23. Now 


showing up and have a preview for the Chicago group 


it has been decided to move this 


as well as the local and national press. The Tally-Ho 
Room will be available at noon on the 21st of October 
for the arrangement of exhibits. Shoes and display 
material must be sent well in advance and should be 
addressed to Independent Shoemen, Sheraton Hotel, 
Chicago, They must be in the Sheraton not later than 
October 20. 

An “open house for the public,” to see this shoe 
display is receiving favorable consideration and may 
be held from 2 to 5 P.M., Saturday, October 22. The 
annual IS meeting on Sunday, October 23, will be held 
in the Boulevard Room at the Sheraton, but the shoe 
display will continue to be on view on that day in the 


Tally-Ho Room. 


Rising Shoe Price Trend Seen 


Anp now the big question: what about prices? Many 


shoe men were asked this question at the Leather 
Show. There is much talk and feeling that shoe prices 
“may have to be moved upward a bit before long.” 
Chief reasons given: (1) the recent boost of the mini- 
mum wage from 75 cents to $1. Some 50 to 60 thousand 
shoe workers (many of them “learners”) receive below 
the new $1 minimum and will be eligible for the boost, 
plus other “adjustments” all along the line. 
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Carry-Pack case history proves 


carry-pack handles 
...save time! 
...lncrease efficiency! 
...eliminate pilferage! 


Mr. L. E. Tuffly 
President 
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WHY NOT PUT THEM TO WORK FOR YOU? 
It’s easy ... This handy twin dispenser keeps Ca) y-Pack Handles and matching gummed 
tape ready for instant use. Dispensers are loaned free to Carry-Pack users! 
This coupon will bring you: 
1/ FREE CARRY-PACK HANDLE CARRY-PACK CO., LTD. 


| 
2 MORE FREE INFORMATION 9525 Irving Park Road, Schiller Park, itt 
(at no obligation, of course) Gentlemen: At no cost or obligation to me, please send me 


amples 
3/& FREE DEMONSTRATION § “2” COGh CHS ONS SemIpNS 


NAME 
STORE 


ADDRESS 


actyow! ess \\ Le 
ve me UY Carry-pack 


STORE AT THIS VERY at ai COMPANY LIMITED / 9525 IRVING PARK ROAD, SCHILLER PARK, ILI 


MINUTE, AND CARRY-PACK ’ i Canadian License Top Paper Products Limuted - Sole Distributors NOTTINGHAM AGENCIES LIMITED 7) York St. Poronte 
HANDLES CAM SAVE THEM FOR YOU Eastern Sales Office, 225 WEST 34th ST., NEW YORK 1, N. Y 
, Western Division Factory & Sales Office, 245 NATOMA ST., SAN FRANCISCO 3, CALIF 
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Boa Goes... Presexve lhe Beaults ly of lhe Gee Contour 


Shoe manufacturers rely on “Celastic” to reproduce 
the fine toe character of the last and to provide 


wrinkle-free toe comfort for the life of the shoe. 


ered ademas of the (aterte (or peenes 


UNITED SHOE MACHINERY CORPORATION. BOSTON, MASSACHUSETTS 








CELLULAR NEOPRENE SOLES 


add comfort and extra-long wear 
to smart-looking safety shoes 


by “Vi 


Courtesy: Thom McAn 
Safety Shoe Division, 
New York, N. Y. 


Safety shoes are stepping out these days. The stylish pair Only neoprene offers this balanced 
of bluchers above keep their sturdy features a secret. ae 
Supple glove grain uppers hide the steel box toe, while con- combination of properties 
trasting composition storm welts and trim soles of cellular 
neoprene eliminate that “‘work-shoe’’ look. 

Lightweight and long-wearing cellular neoprene with- 
stands the onslaught of abrasion and scuffing without a 
chip or a crack .. . refuses to soften on hot flooring. Oil, 
grease and solvents have little effect on it. And thousands 
of tiny closed cells throughout cellular neoprene cushion 
the foot with every step—make standing jobs less tiring. 

Small wonder so many shoe designers specify soles of 
Du Pont neoprene for safety shoes that sell . . . through SEND FOR FREE BOOKLET 


appearance as well as performance. 





for work- and safety-shoe soles 


Resistance to flex cracking—even at freezing 
temperatures 

Resistance to heat 

Resistance to abrasion, chipping 

Resistance to oils, greases 

Resistance to acids, chemicals 


E. I. du Pont de Nemours & Co. (Ine 
Elastomers Division BS-9, Wilmington 94, Del 


Please send me your booklet which contains information 
Ni : about neoprene soles descriptions of neoprene’s unusual 
properties and superior qualities 


The rubber made by Du Pont since 1932 


Name Position 


Ol PONT > 
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BETTER THINGS FOR BETTER LIVING. . . THROUGH CHEMISTRY 
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NOBODY wants 
wet feet... 


“ 


that’s why EVERYBODY. 


. and that’s where you come in for extra sales and profits! 
Shoe Saver, the home-applied silicone water repellent and 
leather preserver, has proved to be one of the hottest repeat 
profit items ever to hit the retail shoe business. 


Shoe Saver penetrates the leather; keeps water out and still 
lets leather breathe. 


Shoe Saver protects leather against the harmful effects of 
water and ice removal salts; keeps leather soft and pliable. 
Makes shoes feel better from the first . . . stay new looking 
longer with less care. 


Nobody wants wet feet, so everybody is a ready-made regular 
customer for Shoe Saver. Just think of the tremendous 
market in children’s shoes alone! Once customers use Shoe 
Saver, they'll keep coming back fo your store for more... . 
so Shoe Saver increases your sales and traffic all year ‘round! 


Cash in on the growing demand for nationally advertised Shoe 
Saver. Stock it now .. . display it. . . mention it to every 
customer... and watch it move! 


Shoe Saver brings the magic sales appeal of silicones to 
the shoe business. Order it from your favorite Shoe Finder 
«+» Or write today for a list of Shoe Saver distributors. 


and for permanent, tanned-in water resistance, ask your 
shoe manufacturer for shoes of SYLFLEX tanned leather. 





DOW CORNING 


SILICONES 






CORPORATION 


MICHIGAN 


DOW CORNING 


MIDLAND 





BOOTHS 26-27 
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DISPLAY-PACKAGED TO SELL! 


Compactly pack- Jian 
P YP FEET DRY 


aged in attrac- 
tive counter dis- 
play box. With 
your first Shoe 
Saver order 
you'll get this - 

eye-stopping single bottle display 
. . + @ great silent salesman! 





BACKED BY NATIONAL ADVERTISING! 


Millions will see compelling 
Shoe Saver ads during the 
coming months in: 


POST 
ParentS 


AGREINE & FAM ROME CHHME 
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sets the pace 


Gallun’s Clyde Calf keeps step with styling that helps you sell shoes 


The finishing touch to fastidious grooming 
Gallun’s Clyde Calf is created expressly for 
the man who knows and appreciates fine 
things. It always reflects elegant good taste 
with its mellowed-to-perfection color. . . its 
smooth finish with just a trace of grain. And 
the man who chooses this plump, full-bodied 
tannage is amply rewarded with a foot 
pampering flexibility and resiliency — and a 
resistance to scuffing that keeps shoes made 


from it smart and new-looking longer 
When you sell to a discriminating clientel 
on the basis of long-lived quality and style 
you're building a satished customer list that 
keeps your cash register ringing for many years 
to come. Gallun leathers help you do just that 
That's why it always pays to check the Gallun 
numbers when you make up your erders to 
leading manufacturers. A. FP. Gallun and Sons 
Corporation Tanners Milu mbkee, Wisconsin 


de 


chrome tonned 


OTHER FAMOUS GALLUN TANNAGES 
NORMANDIE CALF CRETAN CALF NORWEGIAN CALI 














Women can be wonderful — when they get what they want! And they want what 
they see in their favorite magazine, WOMAN’sS Day. Many of the A&P shoppers 
among your customers buy WOMAN’S DAY each month at the local A&P store. To 
sell this large group of neighborhood consumers, feature the shoes in WOMAN’S DAY. 


° 
*The September issue features a full page cover advertisement b Veterabiger- 


she saw in woman s day 


THE A&P MAGAZINE 


the NATIONAL magazine... with the NEIGHBORHOOD impact 
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“Boot and Shoe Recorder keeps us informed 
of the many changes that are taking place 


in the world of shoes. We await each issue 
with keen anticipation 
and read the advertisements, 
editorials and articles about 
other stores with interest.” 


says: Mr. Julius H. Isenberg’ 
Bell Shoe Company 


A Chilton © Publication 
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Voice of the Trade 


100 East 42nd Street - New York 17, N. Y. 


or 
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are delightfully varied ... frankly feminine... 
and full of caprice in combining one with 
another. Lawrence calfskin colors help you 
express springtime to your trade with the right 
colors... at the right price... in leather as 
soft, supple and suitable as spring itself. It does 
what no lesser leather can do. Greater smartness for 
the trade . . . greater profit for you. 


A. C. LAWRENCE LEATHER CO, 
A DIVISION OF SWIFT &@ COMPANY [INC,) 
PEABODY, MASSACHUSETTS 





Lawrence Calfskin 
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“Eeonomics Is For The Birds” 


(Courtesy of the Valley National Bank, 
Phoenix, Arizona) 








“Having engaged in a little bird watching lately, 
we are impressed with their resemblance to some 
of our fine-feathered friends in the field of 
cconomics. Although the following birds are 
actual, any similarity to economists living or dead 
is purely intentional: 


—‘*The Penguin, who wobbles from side to side and 
struts his stuff at banquets and conventions. 

— ‘The Eagle, who soars among the clouds and rarely 
gets down to earth, 

—“The Parrot, who simply repeats what other parrots 
are saying. 

—‘*The Humming Bird, who flits from hedge to 
hedge. 

— ‘The Heron, who has a shallow approach but sticks 
its neck out anyway. 

—‘*The Owl, who looks wise and doesn’t give a hoot 
for the opinions of others. 

—*The Stork, who thinks all we need is lots of 
babies. 

—*“*The Sparrow, who darts off at a tangent whenever 
it is cornered, 


— ‘The Loon, who always sounds the same doleful 
note, 


—‘*The Pelican, who swallows every fish story that 
comes along. 


— “The Magpie, who chatters so incessantly that no 
one else can be heard, 


—‘*The Guinea Hen, who lays an egg every time it 
opens its mouth, 


— ‘The Raven, who quotes ominous rumors of disas- 
ter. 

—*The Whippoorwill, who blames others when it gets 
out on a limb.” 

There were a few additional ones included in 

that avian list of the Valley National Bank but 

these will suffice to give you the idea. 


FU a 


Editor Emeritus 
Boot ano SHoe Reconper 
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the TWO NEWEST 
members of the 


JUMPING “JACKS 


“FLEXIBLE gyotS FOR cHicoREN 





family... sell 





DAVE GARROWAY 
nbc-tv ‘today’ 
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ARLENE FRANCIS 
nbc-tv “HOME’’ 











Yes, these double TV features, as 
well as national magazine ads are 
pre-selling Jumping-Jacks for you! 
You'll find your traffic in Jumping- 


Jacks growing as fast as the kids! 
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VAISEY-BRISTOL SHOE COMPANY,INC. 
MONETT, MISSOURI 
BABY « PATENTED « JUNIOR « SENIOR « PARTIES 








The Shoe Industry Comes of Age 


Minimum Wage Extension 


interest on Tax Overpayments 

















Today’s increased volume of shoe sales is largely due to the vigorous 


sales push and the intelligent merchandising applied by alert executives 
at each level of the shoe trade—manufacturing, wholesaling, and retailing. 
Consumers didn’t just step up their demand for footwear out of the clear 
blue sky. They had to be motivated, and the healthy sales records being 
recorded at both the factory and the retail store are testimony to effective 
leadership throughout the industry. 

That’s the way today’s promising sales picture looks to J. G. Schnitzer, 
director of the U. S$. Commerce Department’s Leather, Shoes and Allied 
Products Division. The Leather Show held in New York in early August 
presented further evidence of the alert leadership that is helping retailers 
to fatten their sales totals, he observes. 

Commenting on the merchandising clinic held on August 8, Mr. 
Schnitzer says: 

“| was very much impressed .. . not only because of the excellent 
program, but also because there was capacity attendance from 9 a.m. to 
5 pam. ... No one could have attended that meeting without becoming 
absorbed in the very helpful and instructive lessons. 

“There are definite signs that the shoe industry is reaching maturity,” 
Mr. Schnitzer comments. He cites the promotional gains made during 
the past two years via the Cincinnati management conferences, the regional 
merchandising meetings, and the clinics held in connection with the 
Leather Show. 

“Combined with these programs, we also have the effective retail cam- 
paign, The New In Shoes,” he points out. “Virtually all segments of the 
industry are now represented in the Shoe Institute promotion program, 
and | firmly believe the Boot and Shoe Workers’ Union, through its con- 
tribution of $100,000 to promote the sale of shoes, is recognizing progress 
already made and also is anticipating additional gains yet to come.” 


The big battle in Congress next year over proposals to amend the mini- 
mum wage laws will center around attempts to extend coverage to some 
2.1 million employes of multi-state chain stores. 

Administration officials, surprised by the lack of opposition to raising 
the minimum wage this year, reversed an earlier decision and now will 
make an all-out push for extended coverage. 


Businessmen who have overpaid federal taxes in connection with a 
deficiency assessment may be eligible for interest credit because of a 
new Internal Revenue Service decision. 

They may apply to Internal Revenue Service to take advantage of the 
ruling that interest (at six per cent per year) on a tax over-payment 
which is credited to a deficiency will be figured to date when the 
deficiency assessment was made. 

In addition, says the agency, it will charge interest on that portion 
of the deficiency that is offset by the over-payment, with interest figured 
from the date of notice and demand to the date of allowance of the credit. 

Previously, IRS had terminated the interest period on over-payments 


credited to a deficiency assessment on the date to which interest was 
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CHARLES STRAUSS, president of 
Charles Strauss Shoe Shop, Mil- 
waukee, Wisc., says: 

“Men’s shoe retailers have a sell- 


ing potential in black, this coming 


Winter 


Fall and While 


season. 





black has been good, a majority 
of men is still wearing only brown 
shoes. Here’s the opportunity to 
sell the second pair. Brown will be 
the leading color again, of course, 
but you can do a lot of promotion 
with charcoal and black. Men like 
to buy comfort as well as style 
and this is the retailer’s chance to 
soft, 
which are so important. In urban 


promote crushed leathers, 


centers, the low-cuts (two eyelet 
ties) have been good and will con- 
tinue to be good, but in other sec- 
tions, retailers have a_ real op- 
portunity to emphasize mid-lows, 
or four-eyelet ties, which should be 
important in the Fall picture.” 


CHARLINE OSGOOD, Director of 
the Kid Leather Guild, presented 
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her second European collection of 


kid glove shoes recently. She 


showed actual shoes along with 
matching gloves and demonstrated 
how the glove took the design from 
the shoe and vice-versa. We quote 
some of the highlights of her talk: 

“We believe we are standing on 
the threshold of a new fashion trend 
and that is the coordination of the 
kid shoe to the kid glove, because 
functionwise they have many simi- 
they 


We believe 


larities and constructionwise 


have many similarities. 


that this tie-in is honest and basic. 
Also, we in fashion, have alwavs 
tied up the shoe to the purse, I can't 
understand how this ever happened 
because the purse does not function 
on its own, The hand functions, the 
foot functions but the bag does not. 
However, 
the fashion tie-up of the shoe and 


we believe that through 


the glove, the bag will come into its 
own as it should be, but not tied in 
with the function and movement of 
feet or hands... . 

“We are very interested in the 


patterned white look for 1956, An 
amazing thing occurred while | was 
in Europe. By the middle of April 
when the weather was warm, the 
women walked into shoe stores and 


they bought all white shoes. These 


WHITE ts koh 
black 


their gray suits and their navy suits. 






their suits, 


with 


they wore 
It looked so fresh and so Spring- 
like combined with white gloves. It 
was a delightful touch and you 
knew that Spring was here and you 
felt released, and easy and fashion- 
right. We think of it as 
gauche, but in Paris, in one of the 


rather 


large couturier’s salon, the models 
wore white pumps and white gloves. 
We believe this would be a delight- 
ful touch for mid-April, the all- 
white shoe... . 

“In Europe I saw something | 
When I 


European women 


call ‘balance’ in the shoe. 
followed down 


the street, none of their pumps 
slipped off. What made these pumps 
stay on? Because pumps are so im- 


portant in the shoe business here, 
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I tried to search and find out the 
mystery behind it. | think it has to 
do with the lasts. I believe our 
lasts must get straighter at the bot- 
tom. They must follow the function 


I be- 


lieve too that heels are placed on 


of the human foot in action. 


the shoe in the wrong manner. Our 
heels are cupped at the top. I think 
this has a lot to do with the inse- 
curity of the woman as she walks 
on the high heels. We should study 
the human body because the feet 
are the foundation and line up the 
weight as it goes through and comes 


out at the heel.” 


HELENE O'HARA, Fashion Direc- 
tor for Allied Kid Company, recent- 
ly displayed and outlined the Spring 
1956 colors .and indicated: 

“It’s a long, long time from No. 
vember till June, and the profit is 
there in the LONG SEASON. It’s 
a business boon! 

“It has been buzzed around dur- 
ing the season just closing that tan- 
ners are confusing the customers 
with too many colors, too many fin- 
ishes, too many textures, too many 
prints, Is the dilemma the result of 
overdevelopment of the basic fash- 
ion industries, or is it the emerg- 
ence of a new kind of merchandis- 
ing that requires more imagination, 
more planning, stronger convic- 
tions, more risks, closer association 
with the ultimate consumer ? 

“We who are responsible for sv 
many kinds, so many colors, we 
have a responsibility to label what 
we do, what it is for, where it will 
fit. If our answers don’t convince 
you that the reason for being is 
strong, proceed with caution. If 
you believe in it, vitamin nurture it 
with the right designs, enough sam- 
ples, promotional and advertising 
background, and proudly sell it to 
your retailer.” 
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Roy BELZ, buyer for Chas. A. 
Stevens and Co., Chicago, Ill, says: 
“This 


comeback for spectators, The Fall 


next year should see a 


spectator will probably be more 
important this coming season than 
This will 


be particularly true of the softer 


it has for a long time. 


and lighter versions and those with 


surface interest, such as textured 
effects. We saw signs of the revival 
of the spectator this past Spring. 


It gained strength this Summer and 


The 


return to popularity is being helped 


should continue to accelerate. 


by the strength of the brown family. 
Another 
factor favoring the spectator is the 


which continues to gain. 


demand by women for a suit shoe 
that 
the past several years, suit shoes 


is more of a suit shoe. For 


have been more dressmaker pumps. 
They have not fulfilled the needs of 
women who want smart, well-styled, 
tailored shoes.” 


DOROTHY W. ANDERSON, fash- 
ion director of American Hide and 
Leather, says: 

“We believe that more impor- 
tant than any particular color, type 
of leather, or style of shoe is the 
conviction with which your selec- 
tions are presented to the consumer. 
She is used to a wide color selection 
in related fashion presentations. 
She expects variety in the choice of 
her clothes, most of them represent- 
ing a higher unit sale than her 
shoes. She buys fashion not be- 
cause she needs replacement but 


because an urge and a reason for 


buying have been created. The Re- 
sort, Spring and Summer presenta- 
1956 are 


filled with ‘reasons to buy’ and it 


tions of the tanners for 


remains with the shoe industry and 
edit 
their selections with the same cour- 


the retailers to and present 
age and conviction that has profit- 
ably built up other fashion indus- 


tries.” 


e 
le PONG 


“Don't worry about this versatile young man. He can shrink a foot as success- 
fully as he shrinks a head.” 
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Shopping Center Shoe Store 


Helps Set 


Design Pattern 


West Coast Outlet Combines Rustic Exterior 


and Beamed Ceilings with Efficient Store Layout 


Town AND COUNTRY VILLAGE at Sacramento, 
capitol city of California, is a nationally famed shop- 
ping center which in large measure has helped to set 
design patterns for similar shopping centers across the 
nation, 

It is also the home of one of the newest and finest 
“small” retail shoe outlets in the West, the Don Burton 
Town and Country Shoe Store, designed by architects 


The interior was planned for ease of service and rapid, 
economical handling of stock. Overhead slimline 
lighting provides constant daylighting of the sales 





in extensive use of glass, a tile roof and rustic ex- 
terior fits the shop into the atmosphere of the center. 


Halliday Hill by Sacramento 
builder John Haverty. 
Don Burton, Ine.. 


C. Halliday, the new store carries a nationally 


and and constructed 


John 


know " 


Owned by and managed by 


line of fine footwear, costume jewelry, matching bags 


and hosiery. 
Ladies dress shoes being introduced to the Sacra 
62 
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area. The color scheme is coral. Cabinets are modern 
bleached oak with redwood trim, The effect is a pleas 
ing atmosphere with antique overtones 








FASHION DOCUMENTARY OF 








TRANSPARENCY 








Vinyl plastic uppers. 


SCUFF PROOF PROTECTION 
Vinyl tips and foxing. yy 
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Of high importance for fashion 
is the wealth of new shoe materials on 
the market. Every day new ideas are 
being developed and tested; new 
materials for uppers, soles, heels and 
linings; new methods of processing 
leathers to make them longer wearing, 
more stain resistant. 

The impact of these developments 
on shoe styling has been noteworthy. 
Transparent vinyl has proved enormously 
popular as an upper material. Lucite 
for heels has had, and is having, wide 


FANTASY HEELS 


Clear Lucite. Carved 
skeletonized metal. 











appeal. A type of nuclear sole has now 
been used in very high fashion shoes in 
colors to match the uppers. Other types 
of soles have been laminated in layers 
of contrasting colors. 

Style appeal is not the only 
reason for the interest shown in these 
materials. Function, fit and comfort 
have all been served by new develop- 
ments. Vinyl tips and foxing give long 
wear to boys' shoes. New synthetic 
weaves and straws wear forever, or 


COLORED BOTTOMS 


Nuclear soles colored to 
match uppers. 


/ 





almost. New synthetic processes for 
leathers also make for longer wear and 
better appearance. Stretchable 
materials——goring and elasticized 
backing-——suggest new designs and provide 
better fit. Foam-backed linings give 
new soft comfort and make practical the 
use of very light weight upper leathers. 
Foam cushioning of insole pads and heel 
seats is an added comfort feature. 
Plastic uppers and heels are resistant 
to heat and moisture and easy to clean. 
New types of soling—cellular, moulded, 
hard rubber-—-are resilient, long wearing. 


Vi 
alee ‘4 
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RESILIENT SOLINGS 


Cellular soles. Moulded 


hard rubber. 
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NEW MAT. 








SYNTHETIC WBAVES 
SYNTHETIC STRAWS 


Four miracle fibers 
basket weaves. 
Practically indestructible, 


in 











AIR-LIGHT FOAM 


Widely accepted in quil 
or sculptured form, 
Foam-backed linings for 
feather light leathers 
Foam cushioning for ins 
pads and heel seats 
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SYNTHETIC PROCESSES FOR LEATHER 


Silicon Water-resistant 
finishes. Plastic sealers. 
Synthetic sprays for suedes. 


STRETCHABLES 


Elastic collars and cuffs. 














Elasticized backing for 
new areas. 


THE GLASS SLIPPER 


Heat 
Cool 





and water resistant. 
Easy to clean, 








LAMINATED SOLES 


Nuclear. 
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Composition Rubber, 
Layered for color emphasis. 








































Everyone in shoe business seems agreed on the 
need for efforts or devices to promote the increased per 
capita consumption of shoes. 

However, there also appears to be much indecision 
and difference of opinion as to how this could or 
should be accomplished. 

The whole problem converges upon one basic ques- 
tion; what makes people buy more shoes? If there is 
a sound answer to that, then the industry has the funda- 
mental device to make per capita shoe consumption 
move steadily upward, 

Now, if a careful analysis covering the past 30-40 
years is made of this industry—-and specifically con- 
cerning shifts in per capita shoe consumption—some 
remarkable findings are revealed. The record proves 
that per capita shoe consumption can be raised sub- 
stantially if the proper methods are used. 

And right here, without further ado, is the most sig- 
nificant fact found in such an analysis. The industry's 
introduction and the consumer’s acceptance of a neu 
basic fashion or new type of footwear leads to a perma- 
nently higher plateau of per capita shoe consumption. 
Let's quickly make one point clear: we're not speak 









What Makes People Buy 


ing now of the conventional seasonal or annual turn- 
over in styles—the continuous introduction and _pro- 
motion of new patterns or materials or “treatments.” 
Rather, what’s meant is a fresh concept of footwear 
revolving around a new fashion and “special use” 
application. 

For the 30-year period, 1904-34, women’s per capita 
shoe consumption averaged annually about three pairs. 
The highest per capita year was 1923, with 3.14 pairs. 
Then, in the 20-year period 1935-55, this per capita 
tose to an annual average of 3.84 pairs. Over the last 
four years it has reached an annual average of 4.2] 
pairs. And in 1955 alone it will perhaps reach an 
estimated 4,40 pairs. 

In short, women today are buying almost a pair and 
a half more shoes per person than they averaged in the 
30-year period prior to 1934, That’s a phenomenal 
47 per cent increase in per capita. 

What has been the reason? 

Before suggesting the answers, let’s take another 
similar example: miases’ and children’s shoes. In the 
23-year period, 1921-43, misses and children aver- 
aged an annual per capita of 3.15 pairs. In the 12-year 





THESE HAVE INCREASED 





M , 
Year Women's Children's Men's 
1966" 4.%0° Annual 5.00" Annual 1.70° 
1964 4.24 Average 4.61 Average 1.62 
1053 4.10 6.21 1.78 
1962 4.31 6.11 1.86 
1961 3.77 4.10 4.62 1.94 
1960 4.20 pre. 6.15 4.79 1.89 
1949 3.78 4,55 prs. 1.82 
1946 3.76 5.04 1.98 
1047 3.04 4,63 2.04 
1946 4.61 4.08 2.01 
1046 3.78 4.76 1.32 
1944 3.58 — 4.0 1.36 
1943 3.80 3.07 1.66 
1942 3 60 3.40 2.02 
1641 3 80 3.71 2.42 
1040 3.40 3.62 3.21 2.08 
1939 3.73 pre 3.60 2.13 
1938 3.45 3.20 | 2.01 
1937 3.66 3.18 | 2.17 
1936 3 62 2.96 2.21 
1935 —~ 331 3.00 2.16 
1934 3.06 2.79 2.00 
1933 3.06 2.69 1.96 
1932 2.76 2.74 ) 3.16 1.67 
1931 2.74 2.80 | prs. 1.76 | 
1930 2.68 2.63 1.76 | 
1928 3.18 3.30 2.10 
1928 3.08 2.96 3.10 2.14 | 
1027 2.04 | prs. 3.44 2.28 | 
1026 2.80 3.28 2.18 
1926 2.90 3.33 | 2.23 
1924 2.88 3.10 | 2.22 
1923 3.4 3.62 | 2.66 
1022 3.04 3.50 | 2.47 
1921 3.04 3.16 | 1.84 
* Estimated 


This table illustrates how introduction and acceptance of “ne 


footwear create important changes in capita shoe consumption. Note the increase 
in women's capita shoe production “and particulary the tig change that Took 
place in 1 dy playshoe, a new concept, hit the market. Note the 


spectacular misses’ and children's per capita shoe production and par- 
= when “fashion” became an important feature in 
little ’ shoes. 






TABLE |: The Pattern Of Per Capita Shoe Consumption Over The Past 35 Years 
THESE HAVE DECREASED 


THIS HAS BEEN STATIC 


Boys’ & 
Youths’ Infants’ 
Annual 1.40° Annual 2.10°| Annual 
Average 1.33 Average 1.99 Average 
1.27 2.17 | 2.08 
1.38 2.14 prs. 
1.86 1.15 1.38 1.98 | 
pre. 1.34 prs. 2.36 } 
1.35 2.37 | 
1.43 2.56 
1.71 2.48 | 
1.50 | 3.17 2.74 
1.17 3.12 prs. 
1.30 2.77 
1.51 2.62 
1.36 2.81 
1.46 3.14 
1.17 2.63 
1.31 1.36 2.76 
1,33 pre. 2.36 
1.37 2.43 
1.30 2.21 
1.41 2.08 
1.37 1.86 
1.58 1.72 | 
2.12 1.4 1.41 | 
pre. 1.60 | 1.65 2.0 
1.48 1.62 { prs. 
1.86 | 2.065 | 
1.88 | 2.04 | 
2.00 | 1.76 2.09 
1.76 | prs. 2.03 
1.77 | 2.08 | 
1.73 | 2.01 
1.92 | 2.28 
1.88 | 2.03 
1.63 | 1.48 | 





boys’ and ’ shoes, and al latively static consumption of infants’ shoes. 
over the 35-year epan. This is attributed to the fact that no basic new concept of 
major importance was | duced and pted in these fields over the 35-year period 
el here. 
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MORE Shoes 


? 


I. Takes a Basically New Concept in Foot- 


wear to Raise Consumption to a 


Permanently Higher Level. 


by WILLIAM A. ROSSI 


nts 
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period 1944-55, this per capita shot up to 4.79 pairs— 
again a pair and a half more per capita than in the 
preceding 23-year period. That’s a 49 per cent increase. 
What has been the reason? 
Now, and 


misses’ and children’s) have shown very substantial 


while these two categories (women’s, 
increases in per capita consumption, two other major 
categories (men’s, and boys’ and youths’ shoes) have 
shown decreases over the same period. Let's take a 
facts-and-figures look. 

In the 2l-year period, 
pairs per capita. 


1943-55, per capita fell to a 1.77 annual average. 


1921-42, men averaged 2.12 
But in the following 13-year period, 
And 
in the last three years, 1953-55, it has dropped to an 


1955 


a 


— atta : \ 
SS; / 


i rs 
ih —~ 
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annual average of 1.72 pairs. 

What has been the reason for the decline? 
For the two 
or three decades up to 1930, the American boy averaged 


Let’s move to boys’ and youths’ shoes, 
1.82 pairs annually, Over the following 25 years the 
average fell to about 1.37 pairs. 

What has been the reason for the decline? 

Now, we've cited four distinct and major categories 
of shoes. Two have shown very substantial increases in 
per capita consumption, while the other two have shown 
serious declines. 

Can we attribute the cause in either case to the great 
changes that have taken place in consumer incomes? 
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Taste and Distinction in 


A Society Clientele Is Served in a Subdued Background of Louis XVI 


Wall Lights, Old Bronze, Porcelain and Antique Furniture. 


One of the most beautiful shoe salons in the country 
is that of Bonwit Teller at Seventeenth and Chestnut 
in the heart of the fashionable shopping district in 
Philadelphia. Expanding and moving recently from 
the first floor to the fourth, the new salon is now one 
of the largest in the country, seating some 90 persons 
casily, The stock areas are also improved and can 
accommodate three times the amount of merchandise 
handled in the old first floor area. The decorations are 
by William Pahlman. 

The decor is Contemporary, combining both com- 
fortable 


antique white marble and gift tables and mirrors. The 


foam cushioned, long modern sofas with 


colors are cerulean, persimmon, green, sandlewood and 


gray-beige, The walls and carpet are soft gray and beige, 
with some of the sofas picking up the color of sandal 


Displays are kept small and are placed on end 
tables and in cabinets. The only two lighted 
displays are the Joyce display on the rear wall 





wood, One grouping of Louis XVI chairs and some 
of the other sofas are cerulean with the chairs plain 
and modern sofas striped. A bright tang of color comes 
from one of the showcases toward the center of the 
room. The top of this is like an ebony-framed Japanese 
sliding screen in persimmon, 

Set with taste and distinction among excellent mod- 
ern furniture in keeping with the Main Line society 
clientele which the salon serves, are some beautiful 
Louis XVI bronze wall lights with parchment shades, 
a huge Italian 18th Century cabinet of old white and 
gold, and an 18th Century allegorical painting. Lamps 
and accessories are all old bronze and porcelain. 

The whole room blends into a subdued background 
for the showing of fine shoes with nothing to detract. 


All the displays are kept small and are placed on the 





and the shelves in the persimmon color Jap- 
anese-style screen column, shown here in the 


rear center. Ceiling spot lights are used, 
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Fashionable 


Comfortable Contemporary sofas are skillfully 
combined with Louis XVI chairs, gilt tables 
and mirrors. Colors are cerulean, persimmon, 


end tables and cabinets next to the sofas and chairs. 
With this background, a large white oval table opposite 
the entrance lighted with spots from the ceiling, makes 
a striking setting for a display of the latest styles in 
the new “Glass Magic” and pastel Summer shoes. 

A Joyce display on the rear wali behind this, with 
white opaque glass lighted from behind, and a re- 
cessed mirrored display brilliantly placed below a 
pillar of the persimmon Japanese-like screening, are the 
only two other displays which are lighted. (There is one 
antique cabinet in front of the entrance to the salon 
and another along one wall which are not lighted.) 

A few of the most interesting pieces are Louis XVI 
bronze wall lights, a huge Italian 18th Century cabinet 
of old white and gold, an 18th Century allegorical 
painting, a very high screen of walnut. All the lamps 
and accessories are of old bronze and porcelain. 

The new appointments and the location itself give 
the best possible opportunity for the leisure selection 
of shoes with a jewel-like setting for their best presen- 
tation. Other shoes are sold on the seventh floor, but 
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Nalon... 


green, sandlewood and gray beige. One group- 
ing of Louis XVI chairs and some of the 
sofas are cerulean, Fitting stools are beige. 


the finer names of the industry are represented in the 
new salon, 

The general effect of the salon, although rich, is not 
extravagant. Colors and background are subdued 
except for a few bright touches. The fitting stools are 
beige and free form. The front plank is wide. The 
shoe mirrors on the floor are all in black lacquer with 
brass handle and can be easily carried to where the 
customer is trying on shoes, 

The buyer's office is right off the floor so he can see 
immediately what the situation is on the floor, For 
very busy days the wrapping desk, available for both 
ends of the room, helps speed up service because it is 
so accessible. And the well-lighted stock rooms, ar- 
ranged by color, make it easier for the shoemen to 
find their stock. 

Among the quality shoes sold in the salon are Newton 
Elkin, Palter De Liso, Lipare, British Walkers and 
Joyce. Designers from these firms were present at the 
opening in the Spring, at which Princess Marina Ster- 


bator won the Cinderella contest, 
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There are so many ways to run shoe stock and so many different stock setup systems that you 
owe it to the newcomer in the business to give him in writing, not only how, but why you use 
the particular kind of stock system you have installed in your store. 


Tue third chapter in your training paper should deal 
with selling shoes. That is our business so let’s talk 
about it, 

All shoe people can be divided into three groups: 

The first group are those people who have an un- 
canny ability to fit and fit extremely well but just can’t 
seem to close a sale, The second group are those who 
The third 


group, God bless them, not only know how to fit 


sell shoes but do not fit shoes properly. 


properly but know how to sell merchandise. 

Remember, the thought you must keep uppermost 
in mind while writing a training paper is to sell the 
new people on the shoe business. But explain the pit- 
falls, with an explanation of how to overcome and 
conquer them, 

The people who learn how to fit shoes but not sell are 
a liability to themselves, for they have no take home 
pay. They have no one to blame but themselves, for 
anyone who can learn to fit shoes can learn to sell 
them. 
between ourselves let’s face it. It is our responsibility 


(This you can say in your paper; but just 


as store owners, department store buyers or managers 
to teach both how to fit and how it sell shoes. ) 
The second group is a detriment because they lose 


customers for both themselves and the store. A dissat- 
isfied and unhappy customer is not likely to return. 
(But here again, tell yourself, when and if you are 
fortunate enough to find an individual who kissed the 
blarney stone, that you will teach him to fit shoes 
properly if you have to stand over him with a baseball 
bat.) 

The third group is a group that adds up for both 
themselves and the store. They build themselves a call 
trade that is so extensive that they are always busy, 
even on a slow day. They train their customers to shop 
on the off days so they can be given additional time 
and attention. 


“Yes,” you are thinking, “some people are born sales- 
men while others couldn't give away gold bricks.” Here 
again you are in error; no individual was born know- 
ing how to read and write, but with instruction he 
learned. 

Selling is being interested in people and conveying 


And 


you have but one way to serve them, solve their prob- 


to them that you realize they have a problem. 


lem. Be friendly and gracious; customers are guests in 
the store. The store spends money inviting them to 
come in to see the selection of merchandise. Allow your 
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.. And How to 


CHAPTER V 


salespeople to help them select the perfect purchase. 

The customer’s appreciation of merchandise is af- 
fected by the sales person’s attitude toward it. So a 
good shoe sales person, when he shows shoes, handles 
them as if they were as precious as rare gems. And 
they are, you know, for they are the reason for the take 
home pay of every individual connected with the shoe 
industry. 

Don’t be afraid to show the customer merchandise, 
even things she didn’t ask for, but by the same token 
don’t have so many patterns and sizes in front of her 
that you confuse her. Then you only make it difficult 
for her to decide which it shall be. Always return the 
shoes that were the incorrect size or the style and 
colors that displeased her to the stock area on your 
return trip to get additional merchandise to show. Keep 
the floor space around as uncluttered as possible. And 
don’t just shove the returned shoes into an open space 
in the shelving; put each shoe in its proper box and 
replace the lid. Then it will be in the right place for 
the next sales person who needs that size and style. 


Ties for salespeople on the selling floor. Number 
one: too many styles in front of a customer only con- 
fuse her. 
ways a shortage of sizes and patterns, so be considerate 
Number 
merchandise with respect. If you owned a beautiful 


Number two: in a peak season there is al- 


of your fellow workers. three: treat your 
fur coat, would you walk in the front door of your 
house and carelessly let it fall to the floor? Then don’t 
leave the store’s merchandise where it can be walked 
on and kicked around on a busy traffe day, 

When a sales person knows his stock setup and 
finds the right merchandise, knows how to fit shoes but 
cannot close a sale, you again are the one who has 
failed because you did not give the proper instructions 
for closing a sale. 


So in writing your paper, take any one type of 


[tis Your Responsibility as a Store Owner, Manager or Buyer to Teach 
New People How to Sell, How to Fit and How to Find the Right 
Merchandise. A Good Stock System, Rightly Operated, Will Help. 








Make It Right 





by M. GRACE CRONE 





transaction, and by detailed customer questions and 
answers, and sales person questions and answers, show 
how to switch the customer from her choice of style and 
pattern, desired size, change of color, heel height that 
she thought she wanted, to that which is available in 
your stock, 

Explain the importance of the affirmative rather than 
the negative approach in selling goods, It is as impor- 
tant that you give written help on the tricks of selling 
shoes as of fitting shoes. 

Be smart, take advantage of everything you have 
learned through the years in training new sales people. 
You are only protecting yourself and your own future. 

Now let’s consider some other things that should be 
included in a chapter entitled “Selling Shoes.” There 
are three major points that are of sufficient importance 
to justify a written explanation. 

The first of these is stock setup. There are so many 
ways to run shoe stock and so many different stock set 
up systems that | feel you owe it to the newcomer to 
give him in writing not only how but why you run the 
stock the way you do. So open this part of your paper 
by saying, “There are many ways of running stock 
but (example) we run our stock from left to right and 
from top to bottom.” So explain exactly how you do 
this: “Starting on the top shelf (left hand upper corner) 
stock is run down to the bottom shelf. Return to the 
top shelf to put in the second row. This is continued 
until the bin is filled and you end in the lower right 
hand corner. This process is continued until the last 
bin is filled in the bank of shelving.”’ 

Now I know where I go when | get to this place but 
where you go depends entirely on your floor lay-out for 
This difficult of thé® 


so here is a tip I think will help you. Take an 


stock shelving. is a most part 
paper; 
old inventory floor plan that coincides with your pres- 
ent lay-out and mentally work your stock. When you 
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s /ashions Forefront 


JAPANESE colors, taken from Japanese prints, are a fea- 
ture of the 1956 line at American Hide and Leather in 
Mirro-Rosebay Calf and Caper. Listed in their expected 
order of importance they are: Cane, a soft neutral; Morn- 
ing Glory, a paled, greened, heavenly blue; Azalea, a 
peach-toned pink; Chrysanthemum Leaf, a new medium- 
toned green; Cherry Blossom, the pink that combines so 
beautifully with red; Samurai, a Japanese warrior red. 
Six colors have been chosen for children in Empire Kip 
and include three pastels, blue, pink and yellow. Printed 
leathers have also been made for children. 

Textured surfaces are strongly favored by American 
Hide and These include Calf, a 
shrunken grain; a new woven leather combining leather 
Screened printed-leathers—-cleanable 


Leather. Grenadier 
with nubby linen. 
with any reputable liquid wax cleaner 
part of their new line. So, also, is Patina Calf, a subtle 
lustre finish. 


are an important 


n , + 


HicHLicuTs in the Amalgamated Leather Companies’ 
new line are the Frostee leathers with pearlized finishes and 
Delaware Kid. Frostee Kid comes in 25 colors and is de- 
signed for teen-age date shoes, for dancing slippers, for 
little girls’ dancing school slippers for resort wear and for 
pumps for the mest sophisticated to match or contrast with 
pale face sweater and skirt costumes. Frostee Kip is also 
available in 25 colors and is designed for resort sandals, 
play shoes and casuals and indoor TV shoes in Oriental 
styling and for pre-teen party shoes like big sister's. White 
lrostee is suggested for graduation shoes, 
*% 4 * 


A, Ohio Leather Co., Tyrol, a shrunken washable leather, 
an important addition to the line, is being made in white, 
pink, blue, Absinthe, Seashell and yellow. Pastels are im- 


Notes on Important Developments in the Field 
of Footwear, Fashions, Colors, Materials 


portant at Ohio. Pongee is a new beige for volume and 
fashion. Seashell is their new off-white or pale champagne, 
also slated to be a volume color and to combine with many 
other Absinthe is the new pale avocado. Grey 
Sky, is new. Flaxen, a pastel version of Benedictine, and 
Buff are high fashion colors. Vicuna, a shrunken leather 
formerly only for men’s shoes, was introduced in women’s 


colors. 


weight early this year. 
a * * 
A GREAT dea! of interest in the whole Oriental look, much 
more than they expected, is reported by A. F. Gallun & 
Three colors are especially good: blue, red and 
A new yellow, Crushed Lemon, has been added to 


Sons. 
vellow. 
the line. 

At John R. Evans a wide range of pastel colors, plus 
some brilliant, is being put into the new line with several 
shades noted as especially important at the time of the 
Leather Show, Golden Bantam, Pistachio and Flame Red 
among them. A new idea is perforated pigskin in natural 
and white. 

* * * 
News at Colonial are their Gunmetal Pebble patent and 
their Harlequin Print. Continued in the new line are the 
polka dots which, it was reported, had done very well in 
children’s shoes, Strong interest in combinations of black 
with white Lady of Pearl in women’s styles was also re- 


ported. 
* * & 


| reEMs of interest from these tanners were noted during 
the two days’ Leather Show. At William Amer, black matte 
kid was the important leather. At Geilich, Bavonized treat- 
ment to give a water repellent finish was new. So, too, 
were three sizes of perforations and the special promotion 

[TURN TO PAGE 61, PLEASE] 


New Materials and New Treatments for Function and Fashion 








we 





Left to right; Square throat pump with vanishing 
topline and vinylite triangles at corners for firmer 
fit, Delmanettes; Vinylite with the look of tortoise- 
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shell and matching glass heel. Casa Dantes. In an- 
other Casa Dante pump, silver filigree ringing the 
heel and matched to the throat trimming. 
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is/the Durable Finish 
that’s “Locked In” from 
Packing Room to 
Consumer 





... It Looks Better Longer 


Duralene is the new leather finish for the tanner and the shoe 
factory packing room. If it is used by either, it gives a better 


* 
DURALENE finish. If it is used by both, it gives a superlative finish. 
for the It’s more durable. Lustre of the finish holds up from shoe 
packing room factory to wearer. Shoes have added sales appeal in the ‘‘calfy”’ 
is the newest look that Duralene gives side leather. The full beauty of grain 
member of the and texture stands out. 
The wearer gets an additional ‘‘bonus” in Duralene’s water- 


family of 
repellency. Rain won't spot it. 


HITED FINISHES The price is good news, too, because Duralene adds value 
without increasing cost! Ask for a demonstration to-day! 


Distributed by UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 


*Trademark BB Chemical Co. 
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CELLULOSE 


IT’S WHAT'S . 


INSIDE 


PURIFIED 


THAT MAKES 


THE SHOE 


S MAKE BETTER SHOES 





ow many of these qualities are you getting in the insoles you use — 
@ Flexibility @ Uniformity @ Transverse Rigidity 
@ Strength @ Comfort Depth e Cellulose Breathe-ability 
All six are essential to perfect shoe performance —and only ONCO 
Insole-ated offers you this “Six-Way Balance of Qualities.” 
That's why ONCO Insoles have gone into over a billion pairs of shoes. 


For better shoes at less cost use ONCO—the accepted standard of qual- 


ity. For samples and information write Dept. CA-9, our Boston office. 


onco 


_ BROWN 


General Sales Office: 150 Causeway Street, Boston 14, Mass. 


SOLKA PULPS * SOLKA-FLOC * NIBROC PAPERS * NIBROC TOWELS * NIBROC KOWTOWLS 
NIBROC TOILET TISSUE * BERMICO SEWER PIPE AND CONDUIT + ONCO INSOLES * CHEMICALS 









UA TTY 


0 


te COMPAN Y 
Uy 


Berlin, New Hampshire 
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Dont torget the Ashes 


ACT X 
OF 
Showmanship In Business 
By ZENN KAUFMAN 






































Tuey used to say of David Belasco that if he put an 


ash can on the stage it was probably full of ashes. 


That was probably an exaggeration, but it is a perfect 
reflection of Mr. Belasco’s passion for realism and one 
of the things that helped establish him as one of 
America’s greatest showmen. 

When Mr. Belasco had a lawyer's office to stage, the 
bookcase was properly full of well-worn books on law 

arranged exactly as some lawyer had once uncon- 
sciously arranged them for his own convenience. 

When Mr. Belasco wanted a show-girl’s lodging room 
located around 52nd Street, he would search until he 
found a fourth-floor “climb-up” actually lived in by 
some girl he considered typical of his star. Then he 
would buy the room intact, and stage in photographic 
reality every insignificant piece of shabby furniture 
and every evidence of slip-shod bad taste. That care 
didn’t indicate by any means that Belasco lacked the 
imagination to create for himself; on the contrary, he 
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spent $2,800 for books on Japan alone to give a glamor 
ous, exotic atmosphere to Blanche Bates’ acting in 
“The Darling of the Gods.” 

Public Loves Realism: Back in Shakespeare’s day 
the public might have been satisfied with plays minus 
scenery. But even then, William put a lot of realism 
into his plays—such as Anthony waving Caesar's will 


[TURN TO PAGE 66, PLEASE | 





HOW'S YOUR SHOWMANSHIP? 


Each month our autographed copy of SHOWMAN 
SHIP IN BUSINESS is given for the best example 
of showmanship sent in by a reader of Boot and 
Shoe Recorder, Tell us of something you've done 

or even something you've seen that has helped 
add that extra touch of dramatic interest. 


FREE—“THE SHOWMANSHIP 
YARDSTICK” 
Send a self-addressed envelope for your free copy 


of The Showmanship Yardstick—a 12-point check 
list of the elements that make a good show. 














NOW ! 
TOP QUALITY 
AT LOWER COST 


SUD ER GRIP Sole Attaching Cements 


give you all these time and money saving advantages: 





Complete Lime of sole attaching cements for a 
wide range of conditions. A Supergrip representative can help you select the 
one right Supergrip sole attaching cement . . . demonstrate its advantages on 

your shoes, in your factory. 


° 
M ileage e e « Gives you more mileage — saves you 
money. Actual shoe manufacturing case histories show increases ranging up to 
28% more pairs per gallon with Supergrip. 


. 
Price... You pay no more for Supergrip. You get 
top quality results and more production when you buy Supergrip sole attaching 
cements. 





Call your United representative today and ask him to show you how Supergrip cements save you money. 


SUPERGRIP SOLE ATTACHING CEMENTS ARE PRODUCTS OF THE B. B. CHEMICAL COMPANY 
UNITED SHOE MACHINERY CORPORATION Boston, Mossachusetts 
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pTnGiey ANNOUNCES 


a remarkable new one-piece molded 


Hi-Top Work Rubber 





Me! 





especially made for broad heavy shoes, 
including the safety steel toe. Available 


in rubber or Dupont Neoprene. 


@ The high top of this rubber gives more protection 


@ One-piece molded construction eliminates fabric 
lining 
@ Light in weight (medium sizes weighs only 9 


ounces each) 
e@ Extremely tough and long wearing 


@ Glass-smooth interior can be wiped clean with 
damp cloth, turned inside out and washed under 


faucet or laundered for decontamination 


e@ Great stretch permits rubber to slip on and off 
with ease, but cannot pull off accidentally 


@ Four sizes fit all work shoes from 6 to 13, no 
matter how wide the last or broad the toe 


e Tingley work rubbers have been tested and 
proved under severe conditions by the U. S. Navy, 
Government atomic plants, oil refineries, chemical 


works, dairies, farms 


Choice of regular rubber or Dupont Neoprene to 


resist grease, oil, chemicals, acids, solvents, etc 


e@ Made with Tingley's safety Diamond Grid non 


slip sole 


e@ Available in black, safety yellow, or black with 


yellow strip molded in toe for positive identifi 











cation 

BECAUSE YOU ONLY HAVE TO STOCK FOUR SIZES TO FIT ALL SHOES, @ One pair to o box; 24 pairs to a carton; approxi 
INVENTORY IS CUT DOWN, TURNOVER SPEEDED UP, PROFIT INCREASED. mate weight 35 Ibs 

NO DEAD STOCK, NO OUTSIZES, AND QUICK REORDERING FROM NEARBY ‘ 

TINGLEY JOBBER. 

ONLY 4 SIZES TO STOCK 
SMALL MEDIUM LARGE EXT. LARGE 
Fits shoes 6 to 8 Fits shoes 8 to 9'/2 Fits shoes 9'/2 to 11 Fits shoes 11 to 13 

903 ROSS STREET RUBBER CORPORATION RAHWAY, NEW JERSEY 
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8806 —- MICKEY MOUSE 


Black and red, pink and 
white trim, red sole 


‘[rimfoot 


TRIMFOOT COMPANY, 
TRIMFOOT TERRACE, 
FARMINGTON, MO. 


NEW YORK —628 MARBRIDGE BLOG 
DALLAS — 6-133 C MERCHANDISE MART 
SEATTLE ~ 222 TERMINAL SALES BLOG 


Marr Disney | 


character 


by TRIMFOOT 


Famous Walt Disney House Shoes, more lovable than ever, 
are now ready to send sales soaring for you! 


The high quality of Trimfoot’s needlecrafted felt applique 
uppers is all here—plus new cellular rubber soles in bright 
colors to cushion little feet. 


Your favorite characters, now joined by MICKEY MOUSE, 
star of the “‘Mickey Mouse Club” TV show to run an hour 
a day, 5 days a week on ABC starting October 3, 1955. 


Whole Sizes 5 to12.... $1.80... . to retail for $2.98 


8800 —- DONALD DUCK 


White and navy, red and 
yellow trim, yellow sole 


8803 —-THUMPER 


Light blue and white, 
pink trim, bunny fur 
tail, yellow sole 


8804 —~ FLOWER 
Black and white, 
red sole 
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GRAY SUEDE INCREASING 
IN BOSTON 


Back to school and college, and 
early Fall promotions generally, were 
well under way in Boston shoe stores 
and departments before mid-August, 
although it was the third week of that 
month before business could be de- 
scribed as brisk. 
tions, the threatened polio epidemic 
andthe 


Prior to that, vaca- 
then-impending — hurricane 
Connie combined to keep many cus- 
tomers at home. 

Although black continues to lead 
in women’s 
so prominently identified with Fall, 


shoes, other colors, not 
have been well received. Chief among 
these is gray, some of which has al- 
ways appeared in Fall lines in Boston 
but which is reported to be increas- 
ing in popularity. Retailers say that 
the reason for this is the fact that 
gray suede styles have been created 
which can be worn either as casuals 
Red shoes 
are not selling as well as had been 
expected. 

The Guild House at Tremont and 
West Streets has 


shoes showing the 


or as semi-dress footwear. 


been 
Italian 
made over lasts with semi-pointed toes 


promoting 
influence, 
and narrow heels, These were shown 
both in black suede pump types and 
in smooth leather. Some of the suede 
shoes were piped with gold and fur 
ther trimmed with matching throat 
ornaments. 

The R. H. Stearns Company, near 
by. displayed a window full of brown 
alligator pumps and, in another win- 
dow, promoted black suede sandals. 
closed pumps and sling-back styles. 

At the Solby-Bayes store, 126 Tre 
mont Street, it was reported that 
darker shoes in closed types had be 
gun to sell as early as the second 
week in August, although there was 
a continuing demand at that time also 
for the lighter colors. Neutral shades. 
it was said, were beginning to move 
and sales by the company’s mail or- 
der division were about evenly divided 
between dark and light colors. 

Casuals for Fall, as promoted by 
the Jordan-Marsh department store, 
moccasin 


gray and 


with 


blue. 


include pump 
foreparts in green, 


types 
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red suede leather, some of these num 
bers carrying wedge heels. Dressie: 
shoes were mostly black with a few 
styles in red, green and brown smooth 


Black 


patent leather strap styles were pro 


leathers and a few in suede. 
moted for young children, as were red 
leathers. For the 


group there were black suede mocca 


smooth teen-age 
sin types with black rubber soles. 
The Curtis shoe store on Tremont 
Street also promoted black heavily in 
suede and smooth leathers. Reds and 


some blues also were shown. Pat 


terns included closed pumps, open 
toe pumps and -andal types. 

Edwin Case Shoes. Winter 
displayed many suede leather styles 
black, 
straps. and in open and 


Black suede 
black 


Street 


Colors included brown and 
green in 
closed toe pump types. 
in combination with «smooth 
leather was included. 

Men’s stores and departments gen 
erally reported that business was 
quiet, 

” * * 


ST. LOUIS GETS SET 
FOR FALL 


Wiru Summer clearances petering 
out, the retail shoe business is having 
August lull. This 
is the accepted and of no concern to 
start 


said one prom 


its customary eurly 


anyone. “Things will popping 


in a week to 10 days,” 


veluet calf 


a tha cstinsilel craftioan 
Nsbliamtr, wm abigank thong 
tha shtiat 04, call chin 
dull mishad Le the 










~Gh DAK AE pea iy 


Dull finished calfskin, continental 
craftsmanship and Florentine silver 
provide the copy for this advertise- 
ment by C. H. Baker, Beverly Hills. 








inent merchandiser, Others expressed 
a similar point of view 

And retailers here are all ready for 
this fortheoming pick-up—there’s lots 
of fresh stock in, and more is arriy 
ing daily. In a few stores there has 


already been trend-setting sales ac 


liviltv, giving buyers some indication 
of how the general public will react 
to the new styles. The henna tones 
for one example, are being fairly well 
received, with one store reporting 
very good results on its early “Cin 
Stick Sales in 


this category are primarily handsome 


namon promotion 
suit and walking shoes on both high 
and medium heels 

Black 


is particularly saleable right now 


suede is moving fairly well 


in dressy fashions that feature a lu 
cite heel 


sales on a top-price sandalized pump 


One store reports excellent 


a perforated suede bow gently falling 


over the wide open toe Primarily 
it's the 
wanted in this transitional period 

Children’s 


yet felt the impetus of back to-school 


opened-up suedes that. are 


departments have not 
buying but apparel and shoe adver 


tisements on this theme have just 


broken 


around the corner, however, and re 


A tremendous pick-up is just 
tailers are preparing for it, The men’s 
business still is directed to clearance 
sales with the bulk of Fall merchan 


dise still to be received 


* ” * 


MIAMI STARTS BACK TO 
SCHOOL PROMOTIONS EARLY 


Oni an occasional hint of coming 
Fall styles in footwear has appeared 
lo« al 


trade is 


in the shops, but the heavy 


going strong for 


unusual 


“tourist” 
styles which 


Winter 


notice 


the faney and 
were carried over from the 
season. This is particularly 
able in shops where after season dis 
counts are still being offered 

Casual shoes are greatly in demand 
They are cool and comfortable. and 
available in so many clever styles and 
gorgeous colors that women have gone 
for them in a big way. It is fashion- 
able to have a pair to match each 
dress in color. The all white is not 
is important as are the colored shoes 


There has been some activity in the 
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shoes that take 
They 


and can 


season-spanners—the 
you from one season to another. 
are good looking, high style, 
be worn either with Summer or early 
Fall clothes. For the 
calf and patent are both in high fa- 
vor, with the all-black leading. Pumps 


se€ason-spanner, 


are among the best sellers. and a 
double-dip, sleek classic shoe that 
can be worn with “just everything” 


is a good number. 


Lamp black suede is also in the 
picture. Suede is always good as an 
Fall but this 
appears to have crept into the picture 
a little 

Calf in high colors such as red and 


blue 


Summer. 


early number, season 


earlier than usual, 


hae been good all through the 
It has sparked the white of 
the Summer 
to be worn with the early Fall clothes. 


dress and now is going 


Transparencies have 
market for some time in special shoes 





late Summet 


but a new one for the 
is a transparent tortoise—a sparkling 
deep tone vinylite reminiscent of the 
luxuriously dark amber tortoise shell. 
Selby is offering them. 

While there is still plenty of orna- 
mentation on many of the new shoes 
being offered, there is a slight falling 
off of the over treatment which has 
been noticeable during the past sea- 
son. There is a look of uncluttered 
fashion as evidenced by soft draping, 
stitching, or simple 
buckle treatment. 

Selby’s had an attractive tie-in with 
the showing of 
which 
during the month. 


perforation or 


“Not as a Stranger” 
was offered in several theaters 
This was an intro- 
line of smart white 
leather nurses, 
technicians, and “women in 
white.” Back to school shoe promo- 
tions started early this year. Today, 
mothers are lamenting, the high 
school miss demands an entire shoe 
wardrobe, colored to match all her 
school dresses. Girls are getting away 
from the “Sloppy Joe” sweater and 
dirty shoe costume for school, and 
have gone very feminine. One Miami 


duction to a 
“Dogey” shoes for 


other 
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been on the 





‘ 


This reproduction gives only an idea 

of the striking smartness of the half 

page ad. by Saks Fifth Avenue, New 
York. 





High School miss is starting out with 
18 pairs of shoes, plus eight handbags 
and belts to match! The list includes 
flat shell sandals for 
school in all colors of the rainbow, 
white, navy and 
plus evening 


pumps and 


plus red, black 
brown dress 
shoes dyed to match the gowns, plus 
tennis shoes and moccasins. A rather 
complete shoe but it indi- 
salesman might increase 
sales by suggesting the dif- 
ferent types which will be needed by 


pumps, 


wardrobe, 
cates that a 
volume 
the young miss during the school 
year, Another suggestion for multiple 
sales comes from a mother of three, 
who says that during the hot Summer 
the children shed their shoes at every 
opportunity and run barefooted. This 
has a tendency to make the foot 
spread and grow. Now, when buying 
a proper size school shoe, she is con- 
fronted with the problem of what to 
de with the dress and play shoes. All 
old ones are too small and so she 
outfits the children with three pairs 
school, dress and tennis. True, it is 
a costly purchase, but she knows that 
the children will have a proper foot 
covering for all occasions, and plans 
her budget so as to get them all at 
one time. Multiple sales at school 
shoe fitting time make for extra busi- 
ness and can be done. 

os * * 


SHOE SALES SLOW 
IN NEW YORK 


SHOE retailing in New York is in 
period—the 
of Summer and the beginning of Fall. 
That doesn’t mean that business is at 
a standstill for, despite hurricanes 
and debilitating humidity, 
have been shopping and buying shoes. 
The “transition shoes” that were or- 
dered months ago and manufactured 


the between-season end 


consumers 


for this particular time and season 


are in store stocks and windows and 


these are the shoes that women are 


looking at, considering and _ begin- 
ning to buy. 
Retailers of women’s shoes (and 


that categories too) 


indicate 


applies to other 
that 


opinions as 


they can only venture 
to what business will be 
when the gets 
rather than give actual reports 


There 


striking colors, are 


season really under 
way, 
at this time. is a definite fee}- 
ing that colors, 
going to be more important this Fall 
Winter before; but 
merchants quickly this by 
adding that black suede is still going 
to be the favorite. The 


beige-to-brown grow in 


and than ever 


amplify 


important 
range 
season 
blues, 


will 
importance as the 
and there will be 
lighter, 


progresses 
some in the 


medium shades. 





all-over or 


either 


Vinylite shoes, 
combination, 
and very slim covered heels, are ex- 
pected to carry over into the Fall sea- 
son in the high fashion bracket. One 
high quality store promoted: “How 
now beautiful brown tortoise. .. . 
A new idea that will win the fashion 
race this Fall—brown suede or luster 
with tortoise color or clear vinyl.” 
Activity in the children’s category 
is expected to pick up considerably in 
when children 


on glass heels or high 


the next week or so, 
are back from Summer vacations and 
outfitting for school gets under way 
in earnest. 

Retailers of men’s shoes report that 
business is in the doldrums right now, 
except in those few cases where sales 
offering the customer important in- 
ducements are still going on. 
things are quiet. In 
mer- 


Gen- 
erally, however, 
this branch of the industry, too, 
chants are looking forward to a real 
pick-up starting about the middle of 
the month and gaining momentum as 
The low-cuts, 
vear 


the season progresses. 


which were the “new look” a 
ago and gained steadily in acceptance 
Gurion the past season, are firmly es- 
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Lif 


Don’t order until 


Sif 


your Tyer-man calls — he’s 


ew 


bringing sure sales and profits 






He’s coming soon with a complete line of rubber, 





canvas and casual footwear. Many of his styles 





have new features —all of them have popular sales 





appeal. He can show you the likeliest “hits” of the 





season and help you to merchandise them profitably. 





Better still, call him now or write Dept. B, 






for complete information. 

















—TYER rd sued 
Ty ANDOVER, MASSACHUSETTS, rT. 


BRANCH: 159 DUANE ST., N. Y. C. © SALES OFFICE: 305 W. MONROE ST., CHICAGO 6 ° J. L, LOFTUS, 620 $. MANHATTAN ST., LOS ANGELES 
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Review 
MeRetail Trade 


tablished now and it is anticipated 
that they will be just as important 
for Fall and Winter. 

Inventories in all categories are in 
good shape. The new season's shoes 
are coming in on order and in full 
size ranges to take care of most needs 
and merchants are looking forward to 
good business 

* * , 


FALL TRADE BEGINNING 
WELL IN CHICAGO 


GRADUAL acceleration of Fall shoe 
selling has taken place and there is 
good healthy activity throughout the 
Chicago area. All retail business in 
the Midwest was hard hit through 
most of July and part of August due 
to the prolonged heat wave. Down- 
town stores were practically deserted 
during the worst of it, and outlying 
stores and shopping centers didn't 
fare much better. 
there has been a break in the weather 
and cool days, business has picked up 
and there has been good activity on 
Fall merchandise. 


Most 


their present position, despite the lag 


However, whenever 


retailers are pleased with 








of the past six weeks. They finished 


up their Spring and early Summer 
selling periods with clean stocks. In 
fact, many of them had only a mini- 
mum of selections in styles and sizes 


Most 


sales were written off-a week or so 


for clearance sales. clearance 
earlier this year than usual. 

This is traditionally one of the best 
periods of the year for the shoe busi 
ness. Back-to-school promotions help 
push sales volumes to top peaks for 
the year. Total sales are usually well 
ahead of the Easter period. The fact 
that boys shoes sell heavily at this 
time and not at Easter is a factor. 
Also, there are a number of multiple 
sales, which include regular everyday 
school shoes, dress shoes, rubbers, 
and usually gym shoes. 

Although selling hasn't 
enough of a crescendo to establish 
any trends, indications point to a 


gradual and decisive swing to more 


reached 
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closed shoes in women’s departments 
and shops. Patterned pumps should 
edge into top sale figures. Brown 
sales continue to step up, and this 
is expected to continue with the in- 
crease in sales of tweeds in ready-to- 
wear. 

The continued popularity of Ber- 
muda shorts has heightened the de- 


mand for moccasin and loafer types. 
Ye * 


CLOSED SILHOUETTE FOR 
FALL IN BALTIMORE 


As THE city became emptied steadily 
of customers for shoes, due to a gen- 
eral vacation exodus for the 30-day 
period ending the first week in Au- 
gust, buyers noticed that while sales 
dropped in shoes, 
patents and suedes, generally, inter- 


dressy such as 
est was focused on playshoes, resort 
and casual types between $8.95 
$15.95. Also noticed was a marked 
interest in Vinylite types from $14.95 
to $17.95. 
of name brand 
that “Most of our customers were on 
vacation but we noticed volume sales 
in Vinylite with glass heels at $21.95 
$32.95. We did very well with Cork- 
ette in the 8/8 heel and 14/8 heel at 
$16.95 in closed toe and back pumps. 
Another shoe buyer of a department 
store here, stated: “Business was 10 
per cent better over 1954 for July and 
the 30-day 
week in August. There was very lit- 


One shoe store manager 


footwear remarked 


period ending the first 





tle interest in dark shoes such as 
black and brown. Last vear there 
} 
«Xs 
/ } “ 
/ } 
/ AC 
—- \ 
Vv 
at? 
ya? 
Jthaandl 
4 
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4, 
A 
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Even the birdie gets in the picture 
when Selby's, Miami, advertises these 
Delmanettes. 


was more interest in these shades.” 

The general story for the August- 
September and October period indi- 
cated that black suede, black leathers 
and brown leather will be stronger 
this year at $10.95—-$18.95 in early 


open styles. During October, the 
closed silhouette will take the lead 
in the closed toe and back pump. 


Back to school promotions in August 
(No. 1)) and sad- 


loafers 


included 





dies (No. 2) at from $5.00—-$9.00, 
and variations of loafers and saddles. 
Loafers were in all colors with a lit- 
tle more emphasis this year on beige 
tones. Black and white saddles will 
be emphasized this year for the same 
period. 

In September and October, 
erally, there will be emphasis placed 
on the closed silhouette. One depart- 


gen- 


ment store shoe section will promote 


them via newspaper, departmental 
display and coordination throughout 
the store. 

Another 


catering to a high style clientele in 


shoe manage! of a shop 
upper price ranges said: “For Sep- 
tember there’s going to be a new 
copper color promoeted—a copper-tan 
$16.00—$24.95 in 
toe and back pumps.” 

In the meanwhile, from display ad- 


leather at closed 


vertisements for this period, it was 
obvious that black suede, black suede 
with rhinestones or mother of pear! 
buckle trim, black 
with “luster” pearl or shiny beading. 
open black rhinestone 
decor or twin pearl buttons or the 


boulevard suede 


suede with 
crystal clear vamps with glass anklets 
and lucite heels which “look 10 de 
grees cooler,” clear glass heels with 
clear Vinylite vamps, bowed and out- 
lined in black suede for a “bare to 
there” look for now through Fall at 
$21.95, were emphasized. These were 
the potpourri of footwear types em- 
phasized in newspaper display. How- 
ever, despite the many promotions of 
black suede, and variations it was the 
Vinylite types which found favor. 
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For cement sole attaching—use the right equipment for the job 


Which machine 
fits your need? 


The WAC CEMENT SOLE ATTACHING MACHINE 
—MODEL C has all the mechanical refinements 
necessary for processing any style of cement shoe. 
Balanced and highly adjustable above-the-shoe 
mechanisms work with readily adjusted mechanical 
pads to produce the finest bottom character. 


With the GOODYEAR SOLE LAYING MACHINE — 
MODEL A you have the ideal equipment for at- 
taching soles on flat or nearly flat bottoms or 
where heel heights and bottom contours are moder- 
ate. Fast the machine will allow processing as 
rapidly as an operator can insert and remove shoes. 


Both machines can be fitted with any of several styles of adjustable SUPERGRIP CEMENTS 

pad boxes for any type of shoe. The pressure on both machines is are available for practically 
adjustable to meet any requirement. Experience to date on over 
800 machines of these types has proved maintenance costs to be 
very low. These modern compact machines have kept pace with 
our latest developments in adhesives —- used with or without heat 


every shoe material in use and 
in drying times to fit every 
factory schedule. United ce- 
ment shoe-making know-how 
: - can help you find the methods, 
activation. 

If you are making cemented shoes, find out how precisely one 


‘ 


or perhaps both of these machines will fit your needs. Call your 
United branch management for the facts. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASGSGACHUGETTS 


machines and cements best 


suited to your production, 
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ALTSCHUL’S SHOES 


YOUR ORDER GOES OUT...ON 


TAN ELK - 

MOC OXFORD py 

C480 8/, 10 12 Bto f{ (+e 
EF Sorina Hee \ 


*M480 |2'/> + es 


A rt. 5 : ‘~~ 4 
*Right and Left Hee ]) \\ee? 
7m k 


THROAT OXFORD 


—, RED ELK “U" 


J 


/ Le” 


TEEN LAST 
TAN ELK BOOT BLACK PIPING AROUND STAY 
L735 5 to? AA 8/8 Leather Heel 
SCUFF TIP 4'5409 A 8/8 Leather Hee 
C1460 8'/2 to 12 9 BtoEE 8/8 Leather Hee 
B to EE Spring Heel t and Left Heels 





(“SSetceneey- ' BLUE ELK OXFORD 
® WHITE F695 = 6'/>1 8 BtoEE Spring Heel 


| ELK BOOT C695 8!/, to 12 Bto EE Spring Heel 
; *M695 12'/,to 3 BtoEE Leather Heel 


ALSO TAN ELK 


“'"S 


RED ELK— 
‘ ONE STRAP se 
a ser C749 BI/pt012 BtoEE Spring Heel 
Spring Heel M749 12/,to 3 BtoEE Leather Heel 
N TAN ELk ALSO BLUE ELk 








JULIUS ALTSCHUL, INC. Proudly presents... An In-Stock program 
of the highest quality Juvenile and Teen Welt Footwear. This In-Stock 
service is without equal in its coverage of styles, sizes and widths. Many 
of the basic types are stocked in extreme sizes and widths making possible 
the fit of any foot. 
The advantages to the retailer of a reliable In-Stock department are 
obvious. The benefits you derive are only limited by the use you make of it. 
JULIUS ALTSCHUL INC. Your guarantee of Altschul quality and craftsmanship is Altschul’s 57 year 
reputation for service to the retailers of America. 


SEND FOR THE NEW ALTSCHUL IN-STOCK CATALOG TODAY! 


Boot and Shoe Recorder 





IN-STOCK FOR FALL 


THE SAME DAY IT COMES IN! 





RED ELK Rx TWO STRAP "Rx CONSTRUCTION" TAN ELK Rx OxFoRD 


BLACK PiPING ON VAMP 


UFF TIP 
C727®x Bh tol2 Bto EE 


F426Rx 

M727Rx 2A, to 3 Bto C426Rx 2 A to EEE 
NO WEDGE IN HEE M426Rx 
M427Rx 








TAN and WHITE 


Rx PLUG OXFORD WHITE ELK Rx BOOT 


F490Rx b/rto 8 BtoEE Thomas Heel ii mcg ' Bt 
C49ORx 8'/2to12 AtoEE Thomas Heel — B to Ef 
M490Rx 12, to 3 BtoEE Thomas Heel CIS26Rx Bi; tol2 Bto EF 









BLUE ELK 

Rx 

ONE STRAP 

TEEN LAST 

(CUTOUTS AROUND VAMP 

L636Rx 5S to? AA 8/8 Thor 
4,to? A 8/8 Tt 
4 8. C,D0,E The 
4 EE Tt i 


1/6 
(NO WEDGE IN HEEL) 











JULIUS ALTSCHUL INC. 


Creators of "NATURES OWN" ® straight last footwear 
117 GRATTAN STREET, BROOKLYN 37 N.Y. 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manufacturing 
tid Markets 


St. Louis 


Tuot GH activity in cutting rooms has slackened, St. 
Louis shoe manufacturers continue to operate many fac- 
tories at top production levels. Shipments are running 
from 12 to 15 per cent ahead of a year ago and it is 
further expected that this gain will be maintained in the 
new just ahead. This, however, is dependent on 
whether or not Fall sales at retail are able to absorb the 
current high rate of production, several manufacturers were 
quick to add. Thus, the next few weeks at retail will be 
the moment are in- 


season 


the determining factor. Reorders at 
significant, 

Back in the city from the Leather and Allied Products 
with 


manufacturers are mainly concerned 


A few firms already have second 


shows, now 
readying Spring lines. 
lines and resort collections on the road, but the newest in 
styling is yet to come. As a result of what they saw and 
heard in the East, women’s producers agree it will be an- 
other important beige-to-brown season. In the realm of 
fashion, many are enthusiastic about yellow, turquoise and 
lime tones of green while nonetheless anticipating another 
big pastel pink season. 

But more are concerned about pricing than any other 
factor of the Spring season. At the Leather Show they 
found prices to be firm; rubber and other supplies, how- 
More important, transportation costs are 
increasing and forthcoming labor negotiations indicate sal 
ary hikes too. Pointing out that Fall price levels have not 
reflected these rising costs, most manufacturers here are 
convinced that their Spring collections will be forced to 
show price increases. Some feel across-the-board increases 
are more than justified but will reserve decisions until the 
last possible moment; others say there will be upward 
adjustments according to particular patterns and leathers. 
These opinions come from men’s and children’s producers 


ever, are up. 


as well as women's manufacturers. 


Chicago 


Fins INS and late Christmas orders of slippers and 
novelties account for most of the activity in the Chicago 
area manufacturing and wholesale headquarters. At the 
same time design departments are busy working on pat- 


terns for the National Shoe Fair. Preliminary samples of 
Summer types are appearing for early southern resort and 
cruise business. 

There has been a good steady flow of orders for October, 
November and December delivery. In fact, a number of vol- 
ume buyers are just now placing the bulk of their business 
for this period. This means that factories are well booked up 
on production schedules. Patterns remain about the same 
as for early Fall selling, but there is a change in mate- 
Many retailers have switched to patent, some calf, 
Darker colors dominate although 


rials. 
and some early mesh. 
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there is a slight demand for reds and greens. There are 
some re-orders for browns, which is unusual for this time 
of the year. Closed types and patterned pumps continue in 
favor. 

In recent seasons there has been a step-up of fill-ins or 
new orders for December promotions, Alert retailers have 
discovered that this is a good shoe month, particularly if 
they have new merchandise on hand. Although slippers 
naturally are a must in their promotion schedule, there is 
also a need for a good selection of dress shoes. Patent in 
particular has proven a good seller. Cocktail types and 
cruise wear in some areas now figure in orders and pro 
duction schedules for this time of the year. There is also 
a good share of men’s business placed at this time. Re- 
tailers have found that men’s business is often better at 
this period than at Easter. 

Reports on children’s business both in this area and else- 
where are spotty, with a general tendency to be off in many 
urban spots. However, several of the major manufacturers 
report their business is ahead. The changing style picture 
continues to present a problem for the smaller retailer. 
The fact that he is forced to buy more patterns in ordet 
to meet competition has added to his inventory problems. 

Some adjustments are being made at manufacturing 
levels to compensate for this. Some firms are following the 
lead of women’s shoe manufacturers and broadening thei: 
in-stock departments. Previously only basics were carried 
in stock and patterns were on advance order only. As the 
style business progresses, shoe men are learning to project 
style trends just as they do in the women’s end. This has 
become essential since major houses have reduced theit 


basics, which once dominated to about fifty per cent of 


their lines. 
New York 


SHOE manufacturing business in New York is good. Most 
of the manufacturers report that production is at capacity 
or near-capacity and there is satisfactory cutting ahead. 
Shoes going through the plants now are for immediate 
delivery and are new business as well as reorders and 
size-ups. 

The important preference in women’s shoes, at the fac- 
tory level, seems to be for black matte calf, black suede. 
tortoise shell, gunmetal or clear vinylite. Pumps, plain ot 
trimmed, are the featured silhouette and reflect a feeling 
of refined elegance, The opportunity for ornamentation 
and detail is unlimited. Heels, too, have come in for a good 
deal of consideration and emphasis. Many of the manu- 
facturers have taken their most successful patterns on the 
high, 24/8, and brought them down to 18/8 and 16/8, 
shaping them so that they take the same toplift as the 24/8. 

Children’s shoe manufacturers report satisfactory busi- 
ness. In some cases, they have noted an upsurge of interest 
in oxford types—saddle effects and the bal. This may de- 
crease the importance of straps to a small degree. 
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In Fashion’s Forefront 


[CONTINUED FROM PAGE 46] 


group of smooth, aniline, antique looking cordovans. G. 
Levor have put 15 colors into their Clover Calf in women’s 
weights, and more colors are caming through. 

* .s * 
Ar Brezner there is strong interest in the new pale tones: 
pink, blue and yellow. Allied Kid reports demand for 
embroidered kidskin from quality women’s shoe manufac- 
turers. The sampling in colors at the Leather Show was 
very wide. Ombré combination are wanted. There was also 
great interest in the new prints. 

oe * ® 
| MPORTANT aid to manufacturers and retailers are the 
three colors in the beige-to-brown family offered by E. 
Hubschman: Flax, French Bread and Perfect Brown. These 
have been selected from the company’s eight colors in this 
group as best meeting manufacturers’ style needs. 

* * & 
A NEW patent leather called Jubilee combines patent and 
luster at A. C. Lawrence. It is offered in a wide range of 
style colors. Of interest to manufacturers of men’s shoes is 
Pillowtan for linings, being dyed in 10 colors. 

* * _ 
A NEW tannage for men’s shoes at Barrett is Angora, a 
smooth soft leather in a heavy weight which can be used 
in unlined shoes. Their Llama grain continues to be an 
important leather with this firm. 

*% * . 
Ar R. Neumann there was a Hudson Lush for women in 
a nearly smooth aniline. Hudson was the corresponding 
leather in men’s weights. F. C. Donovan had a new leather, 
Doetan, for both men’s and women’s unlined shoes. They 
also had a new glove type tannage with more sheen. At 
Beggs & Cobb, Skylark was a new mellow leather distin- 
guished by the good cutting that it gives. The best colors 
were pastels. Sheraton was also new, a mellow, full- 
grained, very light weight, aniline. 

* * 
A NEW shoe upper material, “Lasteen,” a coated elasticized 
fabric developed by the U. S. Rubber Co., has been re 
leased to the shoe and handbag trade. In extensive tests 
it has been proved to be crack and scuff proof. It has a 
quick recoil after stretching and can be used without lining. 
Naugahyde, another U. S. Rubber Co. product, has also 
been released to the shoe and handbag industries. Breath- 
able Naugahyde, a new material with vinyl designs perma- 
nently applied to fabric, is said to be durable and highly 
scuff and soil resistant. An elastic Naugahyde has also 
heen developed. 

*% % *% 


Amonc the important new shoe upper materials at J. Ein- 
stein are Hayride, a “straw” combining nylon and rayon; 
Jutra, jute and rayon with a little sparkle in it; a willow 
print on butcher linen; Julep, a print on vinyl; vinylite 
in three thicknesses; mesh with real texture; and, new 
with J. Einstein, Lido, silk with a linen weave. 
* * * 

Ar G. Hirsch the new 1956 fabrics include many imported 
as well as domestic materials. Among the imported are a 
group of 14 Asiatic jacquards; Moonstone, an iridescent 
Frenck yarn in black and white only; a large group of 
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NEW PROFly: 


LEO’S line of 


dance shoes 
and accessories 


Retail shoe stores that have become neigh 
borhood dance shoe headquarters with the 
Leo line have found a new source of im- 
portant profits. 


Ballets, tap shoes, etc., priced right for 
resale profits to you! 





New “stopper” window and department 


DISPLAY 


y Write for full details . . . and 
for our new 1955-56 Catalog. 


ADVANCE THEATRICAL SHOE CO. 
32 West Randolph St 


Chicago 1 it 





KNOWN THE WORLD OVER BY THOSE WHO TEACH, STUDY AND LIVE THE DANCE 


6) 















charged on the deficiency, although that 
date may have been earlier than the 
assessment date. 

” o » 

Brakes on the boom are all in place, 
ready to be applied on short notice if 
necessary. The government’s recent 
anti-inflation action—raising interest 
rates, upping home down payment re- 
quirements—-are samples of what you 
expect in the weeks ahead. 

The Administration isn’t prepared to 
tip its hand as to just what else it 
plans to do, but some think it may 
order another increase in stock mar- 
gins (now 70 per cent) and tighten 
interest rates a bit more. 

Total employment is at a sturdy high 
level, and will continue to climb in the 
weeks ahead. Government pulse-takers 
are finding gains in the size of payrolls 
In many areas, Unemployment is at a 
18-month low, and the number of “dis- 
tress areas” (where unemployment is a 
chronic, nagging problem) is melting 
away at an encouraging rate. 

. * * 


The government is attempting by 
“moral suasion” to bring on higher 
downpayments and stiffer credit terms. 

Many federal officials believe that 
time-payment terms, particularly those 
on auto sales, are getting out of hand. 

Washington now lacks the legal 
authority to regulate installment buy- 
ing, but it is no secret that the Ad- 
ministration would like to hold such a 
club over the heads of retailers in order 
to dam the torrent of eas* credit that 
has been gathering momentum in re- 
cent weeks. 

Recent conferences between the Fed- 
eral Reserve Board and consumer lend- 
ing institutions imply that the White 
House may be preparing to ask Con- 
gress for restoration of consumer credit 
controls (Regulation W), under which 
the government sets minimum down 
payments and maximum repayment 
periods for various forms of install- 
ment loans. 

* + * 


The booming industrial pace cheers 


Washington Newsreel 


[CONTINUED FROM PAGE 32] 


government budget-balancers. Prelimi- 
nary calculations of what the U. S. 
Treasury can expect in the way of in- 
come this year now show that total 
receipts will probably be at least $1 
billion more than Secretary George 
Humphrey anticipated in January. 
This means that the long-dreamed of 
goal of a balanced budget can become a 
reality by next June if the government 
can keep spending in line and if re- 
ceipts hold up. 


Retail and manufacturing busi- 
ness in the new hurricane belt along 
the North Atlantic coast will have 
earlier advance warnings of pos- 
sible destructive blows in the future. 


Congress, impressed with the 
damages wrought by hurricanes 
“Carol” and “Hazel” last year, 


opened the purse strings to the tune 
of $4,250,000 for improving the hur- 
ricane warning system, plus another 
half million dollars for special hur- 
ricane research. 

Average yearly storm damage in 
this country is running more than 
$100 million but “Carol” last year 


caused $460 million in property 
damage. 
The Defense Department takes a 


definite step toward ending the compe- 
tition it thrusts upon private business 
by ordering the closing of five large 
shoe-repair shops. 

However, the Defense Department 
does not have the last word in ordering 
the closing of these cobbler shops and 
of 13 other manufacturing or service 
activities it operates in competition 
with private enterprise. Congress re- 
serves for itself the right to make the 
final decision as to whether or not the 
government shall stop competing with 
business. The Secretary of Defense 
must notify the Senate and House Ap- 
propriations Committee at least 90 
days in advance of any proposed shut- 






President how- 


served 


Eisenhower, 
notice on Congress 
that he considers this an unjust and 
improper restriction on the efforts his 
Administration is making to get out of 


downs. 
ever, has 


competition with business, and hints 
that the courts will be called upon to 
settle the differences of opinion. 

The five cobbler shops ordered shut 
down by the Defense Department are 


located at the following Air Force 


bases: Gary (Texas), Chanute (lIlli- 
nois), Lowry (Colorado), McChord 
(Washington), and Warren (Wyo- 
ming). 


The Defense Department says there 
are plenty of shoe repair shops located 
in and around these five Air Force 
bases that can easily handle all the 
cobbling brought to them by airmen. 


* *" ” 
Opponents of businessmen serving in 
government on an unsalaried basis 


may have won their fight to kill the 
program, Chances are good that they 


have at least succeeded in severely 
limiting the practice. 
Final version of the Defense Pro- 


duction Act, one of the last bills to pass 
Congress, contains a new provision 
requiring businessmen’ serving as 
WOCs (without compensation) to sub- 
mit for publication a record of their 
business and financia! interests. 

The amendment requires information 
on employers; names of corporations 
of which a WOC has been a director 
or officer and lists of holdings of stocks 
and bonds. Information for 60 days 
prior to government appointment is 
required, and reports must be brought 
up to date every six months. 

Another provision limits WOCs to 
“advisory or consultative” posts, per- 
mitting them to hold administrative 
jobs only when qualified men are not 
available on a full-time, salaried basis. 
Businessmen on loan are also pro- 
hibited from making policy decisions, 
although they may advise government 
in policy matters. 





Shopping Center 
Shoe Store 


[CONTINUED FROM PAGE 37] 


mento market by the new store in- 
clude such lines as Palizzio and Jerro 
of New York; British Walker of 
Chicago, Johansen of St. Louis and 
Kimel of California, as well as Debs 
casuals and New York and Los Angeles 
hosiery, handbags and jewelry. 

The store itself is of one-story con- 
struction with 2400 square feet of use- 
able area. With a rustic exterior finish 
it follows the design style typical of 
the shopping center and has heavy ex- 
posed beam ceilings and interior walls 
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of etchwood. 

The display windows are not backed 
in order to provide for full visibility of 
the interior from the street. 

Lighting consists of two rows of 
four-unit eight foot slimline tubes 
which have been butted together the 
full length of the selling floor to pro- 
vide a broad light coverage with no 
dark areas in the corners. 

The color scheme is coral with the 
paint wiped on the walis for dramatic 
effect and then coated with a satin 
finish. 

The attractive interior is furnished 
with antique “sea captain” chairs and 
all of the cabinets are of modern 


bleached oak with redwood trim. 


Caplin Resigns Connection 
With Kleven Shoe Sales, Ine. 


SPENCER, MASS. Richard Caplin, 


well-known shoe manufacturing ex- 
ecutive and comptroller of Kleven Shoe 
Sales, Inc., here, resigned effective 


August 1. 

He was associated for the past seven 
years with Kleven Shoe interests, and 
in addition served for the past year 
in an executive capacity with Fleisher 
Shoe Company of Manchester, N. H. 
and the Glamour Shoe Company of 
Lawrence, Mass. At one time Mr. 
Caplin was a member of Harold Shoe 
Company, Haverhill. 
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TUX Trees 

are inserted in a jiffy. 
Attractive design, 
spring action. Just four 
sizes to fit practically 
all men’s shoes. 


- 


Children’s 
Trees 


automatically adjust 
to width. Each tree 
size adjusts to several 


Spring 
EXTENSION 
Trees 

are automatic, self- 
adjusting. Spring 
exerts steady 
pressure, extends 
heel portion back 
against heel of shoe. 


Adjustable 
PACK FLAT Trees. 


Stock just four sizes of this long 
time favorite. Good seller 
popularly priced men’s and 
women’s models, standard or 
moccasin foreparts. 


Bete Trees 


have the famous 
“Easi-Turn” knob for 
verfect adjustment 
Ventilated forepart. 
Also available 

in moccasin model 


Ga-Lite Trees 


for women, attractively , 
: y & 

packed on display 

card. Available in five 

eye-catching colors. 

Ideal for open or 

abbreviated patterns. 


with modern MILLER TREES 


To make an extra profit almost a habit, stock and show 


Miller Shoe Trees. 


Suggest Miller Trees with every shoe sale. The profit is 
good. Your dollar volume receives an important boost the 
more times a salesman says: “How about Miller Trees 


for your new shoes?” 


For an easy way to extra sales volume at worthwhile 
markups — look into Miller Trees. Your first step to extra 
sales volume is our catalog, ‘Money Grows on Miller 
Trees”. Just return the coupon for your copy. No obli- 


gation, of course. 


©. A. MILLER COMPANY 
Branch of United Shoe Machinery Corporation 
PLYMOUTH, NEW HAMPSHIRE 


September |, 1955 


O. A. MILLER COMPANY 


Piymouth, New Hampshire 


Gentlemen: Please send prices and your catalog 
‘Money Grows on Miller Trees”’ 


Name 


Street 


City Zone State 


o 
w 













No, because such a change would logi- 
eally affect all four groups of shoes in 
fairly equal proportion. Higher family 
income would permit more spending 
for men’s and boys’ shoes as well as 
for women’s and girls’ shoes. 

What about the population growth 
factor? It bears no particular influ- 
ence on per capita consumption here 
because any population changes have 
affected all groups with equal pro- 
portion, 

Therefore, there must be some other 
single outstanding reason largely re- 
sponsible for the rise in per capita con- 
sumption of women’s, misses’ and chil- 
dren's shoes, and for the decline in 
men’s, boys’ and youths’ shoes. 

Let’s see what the record shows. 

Look at Table 1. Note the sudden 
and spectacular difference in women’s 
per capita shoe production between the 
years 1934 and 1935. Per capita leaped 
from 3.05 pairs in 1934, to 3.31 pairs 
in 1935. And from that year forward 
there has been an almost steady climb 
to a current conaumption level of 4.40 
pairs (estimated for 1955). 

What happened to cause this sudden 
shift, this major “upheaval” of a record 
that for decades had hovered around 
three pairs? 

Just this: the introduction of women’s 
playshoes —- colorful, comfortable, low 
cost, fresh in design. Here was a 
totally new concept in women’s foot- 
wear. It was a new concept both in 
terms of fashion and from a functional 
standpoint. Shoe manufacturers and 
retailers alike were delighted with the 
mass consumer response which was 
being translated into what the industry 
too hastily termed “extra pairage.” 

It wasn’t extra pairage but a basic, 
additional shoe, a supplemental shoe. 
Women continued to buy regular shoes. 
But now they were buying an addi- 
tional pair which was just as essential 
to their wardrobes. 

The playshoe gradually evolved into 
the “casual” which is today just as 
basic to the women’s shoe wardrobe as 
is any other classic or basic in foot- 
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wear. It was a type or concept of shoe 
previously non-existent on the mass 
market. Its introduction was timed 
right—by accident or design—and it 
met with phenomenal public acceptance. 
And just to re-emphasize the point: 
this was a fundamentally fresh concept 
of footwear—not merely a new style 
“treatment” or version of existing 
types. 
What did it do? It resulted in a 
nearly 50 per cent increase in per 
capita production of women’s shoves. 
Today the annual output of women’s 
shoes is 125 million pairs more than it 
was in 1934—or 124 million pairs more 
than in the “prosperity” year of 1929. 
Or, let’s take another view. Had this 
new footwear concept not presented 
itself, women’s per capita shoe con- 
sumption would have had little reason 
to show any substantial rise over the 
following years. But in the 20-year 
period 1935-55, a total of one billion 
“extra” pairs of shoes were produced— 
due largely to the new concept and its 
acceptance. This represents a total of 
at least five billion dollars in “extra” 
retail shoe sales in the same period. 
Now, let’s see the parallel case in 
misses’ and children’s shoes. For the 
many years up until 1944, the annual 
per capita average of misses’ and chil- 
dren’s shoes was a little over three 
pairs. In 1943 it amounted to 3.07 
pairs. But in 1944 it suddenly shot up 
a full pair, to 4.04 pairs. And in the 
next 12-year period it reached an an- 
nual average of 4.79 pairs, better than 
a pair and a half increase per person. 
What happened between 1943 and 
1944 to cause this sudden and major 
shift in per capita production—a shift 
that has led to a new plateau of sales? 
Just this: the introduction of “fash- 
ion” into juvenile footwear—especially 
for little girls. Up until this point, 
misses’ and children’s shoes consisted 
almost wholly of two basic categories: 
the conventional school oxford, and the 
conventional Mary Jane patent leather 
one-strap. One for school and play, the 
other for dress and party wear. 





TABLE 2: HOW SHOE CONSUMPTION HAS SHIFTED OVER 32 YEARS* 


1953 
Men's shoes 21.8%, 
Women's shoes 51.5 
Juveniles’ shoes 26.7 

100.0%, 


1925-39 Aver. 1921-25 Aver. 
29.2%, 31.5%, 
48.0 30.7 
22.7 28.8 

100.0%, 100.0°/, 


*Does not include slippers, athletic or miscellaneous footwear. 


Men used to account for nearly a 
third of all shoe consumption, but to- 
day account for only two-fifths. Women, 
however, now account for more than 
half of all shoes consumed, whereas o 
generation ago they accounted for less 





than a third. Surprisingly, despite an 
enormous increase in our juvenile popu- 
lation, juveniles today account for a 
smaller percentage of our total shoe 
production than they did a generation 
ogo. 


But with the wartime shortages and 
the restrictions on lasts, patterns, ma- 


terials and other shoe items, the ju- 
venile shoe industry ingeniously turned 
to now features—such as colorful 
fabrics and new design themes. These 
gave a new look to these shoes. The 
response was so gratifying that “styl- 
ing” in juvenile shoes, particularly for 
little girls, became an essential part of 
the business. Here entered a new con- 
cept in footwear for juveniles. 

What did it do? It increased per 
capita consumption by more than a 
pair and a half, or up 50 per cent. 
Today the industry annually produces 
some 30 million more pairs of shoes 
than it did preceding the mass intro- 
duction of fashion into this field. While 
increased population of this group ac- 
counts for some of the added output, 
increased per capita consumption ac- 
counts for at least an equal amount 
What’s important is that shoe retailers 
today are enjoying $150 millions more 
in annual sales of these shoes than be- 
fore the “new concept” was introduced. 

But what about men’s, and boys’ and 
youths’ shoes? Why have they shown a 
decline in per capita output? Because 
it has been impossible to find any 
major new concept in either of these 
fields. 

A graphic illustration of the shift in 
per capita consumption may be seen 
in Table 2. In the 1921-25 period, some 
31.5 per cent of all shoes consisted of 
men’s. Today it amounts to only 21 per 
cent. But in the same period, women’s 
shoes have risen to from 30.7 per cent 
of total output to a current 52 per 
cent. The juvenile market has remained 
fairly stable (the rise in output of 
girls’ shoes has been partly counter- 
balanced by the decline in boys’ shoes.) 

Now when we speak of the introduc- 
tion of fresh, basic concepts in foot- 
wear, it’s further illustrated by the 
changes these concepts have made in 
shoe constructions, which necessarily 
follow basic fashion trends. 

The move to lighter, dressier, lower- 
priced and casual footwear in the 
women’s field created an upheaval in 
certain shoe constructions. For in- 
stance, in 1929 some 33.5 per cent of 
all shoes were of welted construction, 
as against only 23 per cent today. 
Perhaps most of this loss was in the 
women’s field (today, only about 16 
million pairs of women’s shoes, a small 
fraction of the total, are Goodyear 
welts.) The former “novelty” shoe, a 
quarter of a century ago the most 
popular type in the women’s field, was 
largely a McKay-sewn shoe. In 1929, 
some 34 per cent of all shoes were of 
this construction, but today it’s less 
than two per cent—most of the loss 
replacement accounted for by cements 
and slip-lasted shoes today. 

The hand-turned shoe of the same 
period fell from 13 per cent of the 
total to virtually zero today. The chief 
cause: high costs. 

But in the same period (from 1929 
to the present), cemented shoes rose 
from one per cent of the total output 
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Shoes in the News 


Pretty, gay or fanciful, all these terms are descriptive of 
current at-home styles. And these include shoes for little girls 
and their older sisters as well as their mothers. Left: Child's 
sojt glove elk Squaw shoe on inside padded wedge, trimmed 
with colored gold tinsel rick-rack braid. Adjustable draw- 
string. Right: Woman's wool felt Black-Eyed Susan scuff 
on covered foam cushion sock lining. Both from Pfeiffer’s. 


Surface interest continues to be an important element in styl- 
ing, in all types of shoes. This effect is achieved in many 
ways, frequently by the use of grained or printed leathers. 
Lett: Plaid print on low heel walking shoe, smart casual for 
suburban. country and campus wear. Right: The glamor of 
black lace over gold in a dressy high heel wedge. Fortunet. 


THA boys like to follow in their fathers’ footsteps has 
jong been known but little advantage has been taken of 


this in the designing of wearing apparel until compara 


{ tassel-and-tie loafer that 
is a duplicate of a best-sell- 
ing men’s style is a leading 
number in the Royal Cadet 
line manujactured by the 
Viddlesex Division of the 
Chris Laganas ‘hoe Co. It 
is an all ‘round shoe for 

sports and dress. 


tively recently, Now, however, it is recognized as 


practice to follow men’s styles in designing for boys 
have become 


sound 
Boys 


more style conscious too so that smartness 


is a definite sales asset. 
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today you 
WASTED 


1 
STS 


proper shoe fitting will not solve. 

The companion sale of a time-proven 
reliable, effective shoe insert ~ Burns 
Cuboids — along with a pair of shoes 
will approximately double your profit 
over that made on the shoes 

alone, And each day you fail to 





| 


offer this added foot comfort, you | 


waste numerous golden 


opportunities 
at sales and profits! | 


For nearly 20 years, Burns Cuboid | 
Company has maintained Cuboid | 
Operations in the best shoe and | 

) 


here are a 
few well 
known Cuboid 
operators: 
ATLANTA 
Thompson-Boland-Lee 
BALTIMORE 
Hess Shoe Co. 
BOSTON 
Thayer-McNeil 
CORPUS CHRISTI 
Richardson's 
DALLAS 
Volk’s 
DENVER 
Fontius Shoe Co. 
HOUSTON 
Krupp & Tuffly 
LITTLE ROCK 
Kempner’'s 
LUBBOCK 
Godwin's Booterie 
MADISON 
Dyer’s Shoe Store 
MINNEAPOLIS 
C. M. Stendal 
OKLAHOMA CITY 
Nissen’s 
ROCHESTER 
Eastwood's 
SAVANNAH 
Globe Shoe Co. 


SCRANTON 
Lewis & Reilly, Inc. 


department stores from coast to'coast. 
Burns Cuboids appeal to all ages of | 

foot sufferers, and one pair sells 
another—at up to $6.95 a pair. | 
Monthly volume of $2,000 to $4,000 | 
is far from uncommon, | 


Based on a different theory than 
conventional arch supports, Cuboid 
Foot Balancers alone are 
recognized by highest medical 
authorities for their unique comfort 
fostering characteristics, 


The Cuboid “Department” 
requires no space on the selling 
floor, From a few feet of storage 
shelf, the trained Cuboider 
demonstrates, fits and dispenses 
up to 248 styles and sizes of, these 
well known Foot Balancers. 


You can’t absorb the whole 
Cuboid Story here and now, Fact 
enough is that hundreds of 
stores are now improving traffic 
and profit because they have 
Cuboids. But it’s easy to get the 
whole story — you can arrange for 

a Cuboid demonstration in — 

your own store, Write today, | 


heand Hs at 





Journal of the American 
Medical Ass'n, Parents’ ay ff = 

Post, House Beautiful, Vy q | 
Cosmopolitan, Today's 4, OM : 
Health, and dozens of 

newspapers in America. ESEDIENG 


P.O. Box 658 + Santa Ana, Calif 
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to over 50 per cent today. 

Now, let’s take one final illustration 
of this “new concept” thesis: rubber- 
fabric “casuals.” The tremendous pub- 
lie reception to this type of footwear is 
now well known. In men’s types the 
pairage rose from 6.4 million in 1947 
to a current 30 million, a rise of about 
640 per cent. In the women’s field the 
rise was from 23 million pairs in 
1947 to 11 million pairs today, a boost 
of 350 per cent. 

What was created here was a wholly 
new classification of footwear, a new 
basie concept. The total output of the 
specialized classification today amounts 
to about 55 million pairs. This has be- 
come an additional part of the foot- 
wear wardrobe rather than a replace- 
ment for regular shoes (note that some 
560 million pairs of regular footwear, 
a new record, will be produced this 
year.) Thus a new concept has 
brought additional sales (an estimated 
$250 millions at retail) to shoe busi- 
ness. 

What does all this suggest for the 
immediate future 

Berause there appears to be more 
“flexibility” or latitude in styling ideas 
for women’s and little girls’ shoes, it’s 
probable that further new concepts will 
come into these fields to boost per 
capita consumption as high as six pairs 
in the foreseeable future. 

In fact, one such “new concept” is 
already making substantial headway: 
the canezio type. Note that the biggest 
gains in over-all shoe production have 
been in these soft-casual skimmer 
types, the scuffies and capezios. This 
is rapidly becoming an “additional” 
pair, and may well become an accepted 
classic or basic. It has been largely 
responsible for the increase in women’s 
per capita consumption over the past 
two-three years. 


But what about men’s and_ boys’ 
shoes? It’s here where per capita 
boosts in footwear are most needed. 


And now there appears to be reason 
for much encouragement, primarily be- 
cause the traditional “resistance” of 
the male to new ideas in apparel is 
definitely fading. Indicative of this 
new trend is the growing mass male 
acceptance of relatively “radical” stv!- 
ing which began in sportswear and is 
now moving into all types of men’s 
clothing and apparel. Note particu- 
larly the mass aceptance of pink and 
helio shirts, of bright-colored acces- 
sories such as caps, belts, socks; of 
bright and pastel colors in slacks and 
sport jackets; of Bermuda shorts. 

In the infants’ and babies’ field there 
has been a fair rise in per capita 
consumption. In the 21-year period. 
1921-42, average per capita was 2.08 
pairs annually, as compared with 2.33 
in the 10-year period 1946-55. How- 
ever, in the last five years there has 
been a dip to an annual average of 


65 


cnly 2.08 pairs. 

Analysis of the infants’ field shows 
no major new concept introduced. 
True, there have been such changes as 
better lasts, more flexible soles, etc. 
But these are norma! developments in 
the name of progress. There has also 
been a trend toward low-cut shoes. 
However, such trends do not apprecia- 
bly change the per capita consumption 
pattern. A mother buys either a low- 
cut or hightop shoe for her baby, but 
not both, 

In the infants’ field the hopeful 
answer for more pairage may be in the 
introduction of the “fashion” element 

along the lines that took place a 


decade back in little girls’ shoes, and 
raised per capita consumption from 
three to nearly five pairs. In short, 


“fashion” rather than changes in basic 
types of infants’ shoes, may be the 
answer in this category. 

Summed up, therefore, the record is 
highly interesting in pointing up the 
significance of the “new concept” idea 
as related to the industry’s aim to in- 
crease per capita consumption of foot- 
wear. It goes without saying that 
efforts to make the public more “shoe- 
conscious” help to motivate sales, just 
as does the seasonal turnover of new 
patterns or styles. However, as the 
record clearly shows, this in itself isn’t 
enough. It serves to maintain current 
levels of sales, but doesn’t change ap- 
preciably the consumption pattern. 
Rather, as we've attempted to demon- 
strate, the key factor in changing con- 
sumption patterns is the introduction 
and acceptance of new basic concepts 
in footwear. 

This certainly does not suggest or 
imply that the introduction of any new 
concept will do the job. There have 
been many of these that have been 
introduced but failed to click. It may 
even be that the idea may be a very 
commendable one-—but fails or falls 
short because of other reasons. A new 
concept, for example, may be too ad- 
vanced in timing. Any commercial 
concept must be attuned to the current 
state of public psychology, or to eco- 
nomic or social trends. 

There is one other point to make 
clear. Shoe manufacturers and_ re- 
tailers have often been too hasty in 
confusing “extra pairage’’ with “new 
concept” footwear. In short, sales of 
“non-conventional’ shoes are usually 
chalked up as extra-pairage sales. Such 


an attitude confuses the true nature 
of such footwear. 
Playshoes (later to become “cas- 


uals’) were at first regarded as “extra 
pairage”’ shoes. But today casuals are 
a vital and permanently established 
part of any retail shoe business. It is 
regular pairage, not extra pairage. 
The more recent rubber-fabric foot- 
wear (still termed “extra pairage”) 
has already become an established cate- 
gory of footwear. The still more recent 
capezio types (which may well develop 
into a basic category) are today being 
termed as extra pairage. The loafer, 
today a standard classic, was at first 


termed extra pairage. 

It’s important that retail shoe busi- 
ness distinguish clearly between extra- 
pairage types and new concepts that 
become supplemental yet permanent 
part of the consumer shoe wardrobe. 
It’s important because it isn’t “extra 
pairage” that raises the level of per 
capita consumption in footwear, but 
new basic concepts that do the job. 
What’s more, “extra pairage’”’ shoes 
usually are short-lived, profitable at 
the moment but sooner or later re- 
placed by another “fad” shoe. Con- 
versely, new concept footwear grad- 
uelly builds permanency and becomes 
an established supplemental shoe in the 
wardrobe. 


Don’t Forget The Ashes 
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before the crowd when he told them 
how much Caesar loved them. Inci- 
dentally, when Anthony said, “If you 
could but read his will,” and the crowd 
yelled, “the will, the will—read us the 
will,” Anthony shrewdly tucked it back 
under his toga and made them wait 
while he continued his sales talk. 

Back in the days of the old silent 
movies, Roxy (the only man to have a 
Times Square movie theater named 
after him) capitalized on realism with 
sound effects even before the talkies— 
when to dramatize a scene in a ship’s 
engine room, he ran a microphone to 
the boiler room of his own theater and 
brought audiences the dull rumble of 
the engines on the screen. 

Real people, real conversations, real 
places—these realisms are needed to 
attract attention and provide authen- 
ticity. A good example, in reverse, was 
Gene Tunney, a forthright young man 
who never was popular with the fans 
because he lacked the atmosphere of a 
“real fighter.” He was alleged to have 
read books. No one ever proved that 
he ever read a book—but he couldn’t 
disprove it. Hence his unpopularity. 

The day before the Dempsey fight, 
Tunney’s camp was visited by a Demp- 
sey scout who reported, “Jack, he’s a 
pushover, I saw him reading a book.” 
Press dispatches the next day showed 
the scout’s appraisal to be 101 
per cent wrong. But the public never 
forgave Gene for winning. To the fan, 
he was never a “real” fighter. 

Get Into The Act. You can hardly 
expect your audience to get into the 
spirit of your story if you don’t get 
into the spirit of it yourself. Witness 
Columbia Broadcasting’s president 
shrewdly reading his annual statement 
to the stockholders over the company’s 
coast-to-coast network; and R. 
Macy’s plan to bring to life a pharmacy 
permit unused for 15 years in order 
to give authenticity and authority to its 
rapidly growing line of cut-rate drug 
products. 

In Wilmington. Del., a store that 
runs “Dime Days” makes sure to give 
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In Fashion’s Forefront 
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prints from France, Italy and Switzerland in silk or cotton. 
There is great interest in simulated straws made with rayon 
and dyeable. 

” * *£ 
An all rayon fabric, Bamboo Cloth, in five staple colors 
including tintable white, is important news with Gitterman. 
Also new is an imported metallic fabric print. At J. M. 
Perkins, Cinderella, a woven vinyl material, is new. Made 
in single colors and combinations, it has the advantage of 
“breathing.” Arabesque, hand-decorated fabrics are the 
news at Rosemont. These include stripes on satin and 
linen. Harlequin is their new pastel multi-colored lining 
faille. 

* e t 
INTERN ATIONAL Fabric has a wide range of materia!s 
for 1956. These include two new Oriental looking jac- 
quards in acrilon—a silk and nylon combination; a home- 
spun with a nubby look, very high style; elasticized lace; 
open lacy straws; mesh in Chiaso, three-dimensional de- 
sign; a screen print on mesh and a screen print on duck; 
Japanese and jungle prints: a jacquard with a “beaded” 
effect. 

a *% zo 
Ar Charles Rockmore fabrics for holiday shoes include 
Peau de Soie and silk faille in black, brown and navy: 
nylon and rayon velvets in black, bright red and Kelly 
green; tintable Sparkle Cloth in white with silver or gold; 
domestic brocades with French flower designs. For resort 
there is a series of silk: straw; prints on mesh and on 
domestic linen; and embroidered Oriental type designs. 
News at Shoe-Maker Fabrics is a Nubby Nylon of dacron 
and nylon which can be given a two-tone effect when dyed. 
A nylon shantung, self-backed, is also news. 


Manufacturing and Markets 
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New England 


WoMEN’s shoe manufacturers in New England have 
about completed September Ist deliveries. However, most 
of them still have a backlog of orders calling for delivery 
later in the Fall. Advance orders have fallen off from the 
peak reacned earlier in the Summer but are expected to 
pick up later after early Fall promotions have depleted 
retail stocks and buyers find themselves ready to buy. Also 
in prospect are orders for the heavier types of shoes fot 
Winter wear. To date, black has been by far the best 
selling color. 

Children’s shoe manufacturers report good business with 
re-orders beginning to come in as the result of the success- 
ful completion of back to school promotions, many of which 
were held this year at an earlier date than is customary 

Men’s shoe manufacturers, particularly those in the 
Brockton area, are looking forward to a good late Fall 
and Winter business at retail and some expansion in in- 
stock departments is being planned to take care of this 
demand. Work shoe business continues to be good. 

Tanners returning from the Leather Show in New York 
report that good covering orders were placed with colors 
to be specified later. 
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LACO.MIANS 
fast-moving 


IN-STOCK SERVICE 


ships your orders plenty pronto! 
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Here's the “one, two, three” of more back-to-school sales! 






ONE: Smart Moms know the LA-CO-NI-ANS you feature are 
the shoes designed for growing feet, made for active teet. 






TWO: LA-CO-N-ANS swift-moving In-Stock Service ships 





just the style, just the size you need.,.fast! Your order 





actually starts moving the very day it’s received! 





THREE: With America’s fastest moving tot-to-teen line to 






sell—and America’s fastest moving in-stock service behind 


you —those bigger Fall profits 
must come naturally! co@ 


OVER 260 POPULAR STYLES ALWAYS IN STOCK! 
WRITE FOR FREE FALL-WINTER COLOR CATALOG! 
LACONIA SHOE COMPANY, INC., Laconia, New Hampshire « Phone Laconia 10 
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OVER 100 MISSOURI 


COMMUNITIES SAY: 
“Let us ‘tatlor-make’ 


a plant and 


more opportunity 


for you!” 








Yes, you can write your own ticket in Mis- 
souri . your choice of industrial buildings 
listed in the latest “Missouri Quarterly Available 
Suildings Report”; your choice of twenty cities, 
large and small, which are ready and able to 
tailor-make your plant to your plans in “Organ- 
ized Industrial Districts’; your choice of over 
100 other communities willing to organize, ac- 
quire sites and build for you! 


And Missouri doesn’t send you .. . Mis- 
souri goes with you to the plants and the people 
in your own private exploration tour! 


This personal, confidential service is the 
“extra ingredient” in Missouri’s ‘Tailor-Made 
Industry Plan” which, exclusive of big national 
industry expansions, helped locate and build new 
plants totaling $136,000,000 in the “show me 
state” last year. And Missouri is rich in power, 
oil pipelines, gas, coal, industrial water, chemi- 
cals, minerals, forests, agriculture and recreation 
for good living and top production. Its unrivaled 
road, rail and water network make Missouri the 
crossroads of America. 


But the biggest bonus Missouri offers is its 
different “Tailor-Made Industry Plan”, which 
prepares the right community for the plant.. 
then builds the plant to your plans! It will pay 
you to let Missouri show you first. For complete, 
confidential exploration, 


PHONE COLLECT -— 

Jefferson City 6-7185 

or write Dept. 1591 

James D. Idol, Industrial Director 


Missouri Division of 
Resources & Development 


Jefferson City, Missouri 





Easy Extra Selling 


THE trouble with too many days of “easy selling” when 
the day’s receipts are good, sales are fast, and things are 
going well, is that most of us shoe men forget the little 
things that count. 

You know, I’m just like the bosses I’m always grumbling 
about. I never think an idea is any good unless it’s mine. 
But I had an idea (like all the rest of you ‘shoe dogs’ out 
there) and so I wrote a famous company that puts bug 
killer in spray cans and asked them why they didn’t put 
a foot spray up in the same way. 

I was so Jate it was not even the least bit funny. You 
hoys reading this probably 


But, 


about it and ure 
minute—I 


know all 
laughing at me too. wait a learned a 
lesson. 

So I found out it was old stuff—a foot spray to dry up 
perspiration, in buzz bomb cans that you spray on your 
lired hot feet to make them feel cool and comfy. And 
then spray into your shoes to dry up perspiration real 
quick and thus keep the inside of your shoes from rotting 
out, 

But when | found out my idea had already been used 
1 just KNEW it must be pretty good! So I bought some 
of the spray (of a well known make) from a wholesaler 
and went to work selling it. 

That stuff sells for one twenty-five a can. The first after- 
noon 1 sold seven cans. selling! $10.75 I wouldn't 
Davs went by and I con- 


Easy 
have had in the cash register 
tinued to sell it, 


Extra Sales That Add Up 
More dollars 


How much time did 


I ordered and ordered and _ re-ordered. 
went in the till | wouldn't have had. 
it take? Minutes. 


stuff and asked me if I was running a drug store. 


My boss started kidding me about this 


If you live where it’s warm and look in a customer's 


shoes and see his feet perspire, just how hard is it to 
-uggest he use this spray morning and night? They buy it. 
and you get extra money and extra profit. My boss isn’t 
laughing at me any more. In fact, he’s about to use it 
He said, “I'm 
Remember 
| run a shoe department in a department store. Now I 


but just maybe—if EVERY 


department sold some ‘extra’ items they would not have to 


himself. Know what he told me to-night? 


laying off help, and you're selling foot spray!” 
don’t know, you understand 


lay off any help. 

A sales- 
man brought along a new shoe polish and a new sales pitch 
to sell it. I bought the stuff and have sold it by the gallon 
bottle. (Well, at least that’s the way it 
actually figures out.) And yet it than the 


Now let me go into this just a little bit farther. 


instead of the 
costs more 
polish my company sold before. But how long does it 
take to sell it? Minutes. Easy selling! 

There are corn medicine, corn pads, foot bath, big super 
bottles of polish, and a lot of “stuff like that there” in our 
shoe department now that makes for “Easy Selling.” Easy 
selling is the easiest thing you can do. Just those extra 
little suggestions! They add to your book surprisingly in 
a year if you are a man on the floor. They add very well 
to your volume, if you own the store. 

So it might be well for all of us to get away from these 
days of selling easy, to some days of Easy Selling. Selling 
those ‘extra little items’ that add so much to your volume 
makes your day’s selling easy with Easy Selling. 
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Don’t Forget the Ashes 
[CONTINUED FROM PAGE 66] 


all change in dimes. Never a 50-cent 
piece—always five dimes. 

To make understandably real the 
claim that their refrigerator uses no 
current for 10 out of 12 hours, West- 
inghouse gave salesmen a pocket watch 
with 10 hours on the dial shaded off. 

Unable to bring the circus parade 
with him on every call, the late Harvey 
Maye, who sold the advertising space 
in circus programs, carried peanuts 
with him so he wouldn’t be totally with- 
out circus atmosphere. 

By actually sending you a specimen 
check for $150—a check which reads: 
“Every month for life’—the Connecti- 
cut Mutual Life Insurance Co. takes 
its endowment policy out of the realm 
of intangibility and makes it seem real. 
It’s so realistic, in fact, that few re- 
ceivers don’t sit back and think: “Boy, 
I wish it were true!” 


Shoe Stores Can Use It 


To sell cowboy boots Barnett Boot- 
eries in California opened Roy Rogers 
Corrals in their five stores. Each cus- 
tomer was given a Roy Rogers button 
and autographed picture of Roy. They 
not only got a 500 per cent increase in 
boots, they scored sales of pistols and 
other related equipment in other de- 
partments. Using the same idea, Al 
Robbins has used a portable putting 
green in his Palmer House Foot Joy 
Shop to build interest in golf shoes. 

According to Norm Johnson, Horn 
Bros. in Maytag, Iowa, uses a display 
of old oil cans and oily rags to boost 
interest in Red Wing’s Neoprene-sole 
work shoes. Wolverine uses a similar 
bit of realism to stress the endurance 
of their work shoe. They arrange with 
dealers to freeze a shoe in a cake of 
ice—offer a prize to the person who 
can guess when the ice will melt. 

To spark their claim that their stock 
was a veritable “treasure cove” Ansonia 
Shoe Co. had a window display por- 
traying a treasure chest theme. Among 
the many realistic props used for this 
display were a portion of a weather 
beaten hulk with broken masts and bul- 
warks, a treasure chest filled with 
jewelry, a sand cloth floor, and tropical 
fish tacked on a wall which was draped 
in a water resembling fabric. 


Use Real Scenery 


It will pay all who have to earn their 
profits through promotion and adver- 
tising of any kind to give serious con- 
sideration to the matter of real scen- 
ery. 

Load your story with realism—and 
the atmosphere of truth. The simple 
truth is the most effective thing in the 
world. If you have reality, turn it in- 
side out like the silk lining in your 
Easter overcoat. If you can’t display 
the actual, copy Mr. Belasco. Use 100 
per cent verisimilitude. Not 94 per cent 
verisimilitude, It’s that last 6 per cent 
in any presentation that saves the 
other 94 per cent—make it triumphant! 
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What’s Wrong 
With Shoe Selling? 
[CONTINUED FROM PAGE 45] 


come to a wall or a fixture, visualize 
every body turn; did you turn left or 
right? Where were the bins you just 
finished in relation to where you are 
now standing? Continue this thinking 
process until you know every move you 
make in running stock. Then when it 
comes to putting the explanation on 
paper, you can chart each and every 
turn as easily as you could give direc- 
tions from your home to the nearest 
drug store. 





It is time now to explain your pat- 
tern for running stock and here again 
there are so many ways of doing the 
job that you will have to sit down with 
pencil and paper and make yourself a 
listing sheet. 

Do you run your stock by manufac- 
turer (brand names), and inside this 
(a ladies’ shoe department) do you 
run by heel height, then by color? Or 
do you segregate your shoes by type 
and if so did you run all high style 
shoes first; then arch type shoes; then 
sport shoes? Do you do an entire break- 
down by type of shoes, regardless of 
brand name, and if so do you run the 


‘want more of these? 


a ie 


SEBAGO-MOCS 
Patented Welt Construction* 


Tops in quality casuals . 


then sell 
hand-lasted, hand-sewn 


. . Sebago-Mocs exclusive patented 


welt construction is rapidly boosting them to the top in sales, Cus- 
tomers like the greater flexibility this construction gives Sebago-Mocs. 
They appreciate the smart styling, the extra comfort and snug fit of 
these hand-lasted moccasins, built by Maine craftsmen who take pride 


in their work. 


So for extra sales and extra profit dollars, stock and sell 


Sebago-Mocs. 





Available 
Men Women 


700-770 500 


Boys 
7002 


IN-STOCK FOR 
PROMPT 
DELIVERY 


*(U. S. Pat. No. 2,420,466) 


SEBAGO-MOC COMPANY 


WESTBROOK, 
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MAINE 


New York Office: 534 Marbridge Building 


Made in Canada by Canada West Shoe Manufacturing Company, Wi 
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STEP MASTER SHOES, 


asi FILL-IN SERVICE: 
NAST R 


EPEATERS 


- , just one reason Step Masters are money 
makers! Step Master's styling, budget price 
and patented features build repeat cus- 
tomers! Our quick fill-in service holds 
these customers for you! Shown are only 
five of more than 60 patterns that are 
backed up by an in-stock department of 
over 100,000 pairs of Step Master shoes! 


RE-ORDER NOW 
.».in time for school opening! 


Retail Profitably at 
$395 to $595 


high price or the low price shoes first? 
You see this is something you must 
work out for yourself, and I can assure 
you by the time you have arrived at an 
intelligent way of explaining your 
stock setup you will understand why 
80 many new people in your store or 
your department become discouraged. 
Also if you are on a stock control and 
classification system, take time to ex- 
plain this in your paper. For example 
the first letter gives type of shoe, and 
lists your breakdown; the second letter 
denotes color, then list your letters for 
colors; the third letter indicates the 
materia!. Actually it will take just 
one pertially typed line for each classi- 
fication and letter breakdown, and it 
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can add up greatly for accurate stock 
control records. Don’t expect people to 
do something just because you say to 
do it. They are entitled to an intelli- 
gent explanation of why it is impor- 
tant that they do it. 

The second point of importance could 
be entitled “Know Your Merchandise.” 
Open this part by saying, “Never be 
afraid to ask questions, but don’t ex- 
pect others to do your work or your 
thinking for you. So ask intelligent 
questions. For example (stupid ques- 
tion), “Do we have house slippers?” 
There is a whole booth displaying house 
slippers at the front island of the de- 
partment. An intelligent question, “Do 
we have a soft sole Indian beaded moc- 


casin house slipper?” 

Take any number of such examples 
and point them up in your paper. Im- 
press on a new trainee that he can be 
one of two kinds of persons: one who 
uses his own abilities in observation 
and is considered smart, or refuses to 
do his own thinking and becomes a 
nuisance to everyone else. But you 
know that all this group of new em- 
ployes are smart individuals so they 
are not going to do stupid things. And 
again we want to make use of reverse 
psychology, especially if the new trainee 
is coming into the department when 
stock is heavy and there are many 
stock numbers to learn to locate. Every 
time you smack him down tell him 
something to re-build his confidence in 
himself. So right after you discuss the 
difference between an intelligent and 
stupid question follow with this para- 
graph. 

“You can’t learn stock setup and 
merchandise all in one day or one les- 
son, but if you put your mind to it you 
can learn one set of new facts each 
day. Don’t be afraid te give up a little 
of your time. There are many things 
that you can learn by yourself that will 
be helpful to your success. Write down 
information. The best way to retain is 
to write what you read. So when you 
are not busy with a customer, don’t 
just hold up the wrapping desk. Write 
down stock numbers coupled with a 
description of the shoe. An example: 

3530 Moc toed red oxford 
3570 Same shoe in brown 

“Learning stock is only difficult if 
your are new in the department. When 
you stay long enough to watch the 
change of a season, because of the flow 
of merchandise, each day you grasp 
the new as it arrives.” 

The next major point could be en- 
titled “Technical Knowledge.” A good 
opening would be, “An experienced 
shoe person can pick up a shoe and 
say, ‘This shoe is a Goodyear welt, this 
shoe is a stitch down, and this shoe is 
a Bonwelt or a cement sole.’ Now this 
sounds complicated but it really isn’t, 
for there is a starting point to learn- 
ing.” 

Now take each brand name shoe in 
your department and list it as to type 
of sole construction. Then at the end 
of your listing you could make the 
following statement: 

“If you should leave us and go else- 
where, get the buyer or assistant in 
that operation to tell you by brand 
name the construction of the shoes they 
handle in the department. But be cer- 
tain that you write down the informa- 
tion so that you can read it (on the 
street car or while resting your own 
weary feet at home), 

What you read, write; 
What you write, read.” 

The next question in your paper: 
“Why is it important that a sales per- 
son know the construction of the shoes 
he is selling? Answer: It adds to your 
ability to sell because it immediately 
creates confidence in your customer 

[TURN TO PAGD 98, PLEASE] 
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RECORDER REVIEW OF CURRENT HAPPENINGS 


SIN THE SHOE TRADE 


National Embarks on Biggest Expansion Association Pleads 


Corporation to Open 25 Now ‘Retail Units; Also Plans Largest 
Advertising Program in its History 


New YorK — National Shoes, Inc., 
independent shoe chain with 114 retail 
outlets throughout New York, New 
Jersey and Connecticut announced the 
most ambitious expansion program in 
its 24-year history at a semi-annual 
managers’ meeting held in the Astor 
Hotel. 

The multiform project includes the 
opening of 25 new units within the next 
6 to 16 months, the largest advertising 
program ever attempted by National, 
and an unparalleled laboratory testing- 
promotion schedule one of the goals of 
which is the certification of every foot- 
wear item sold in its stores. 

Mac Siegel, vice-president in charge 
of real estate, revealed that leases for 
17 new stores had already been signed 
and that leases for eight more are in 
either the drafting or negotiating 
stage. 

The shopping center locations of the 
first 17 new stores are: Middlesex, New 
Brunswick, N. J.; Central Westchester, 
White Plains, N. Y.; Birch Wood, 
Westbury, Long Island; Northern 
Lights, Syracuse, N. Y.; Dover, Dover, 
N. J.; Electchester, Electchester, 
Queens, New York City; Bar Harbor, 
Bar Harbor, Long Island; South Bay, 
Babylon, Long Island; Riverhead, Riv- 
erhead, Long Island; Whitestone, 
Whitestone, Queens. 

Also Corning, Corning, N. Y.; Green 
Acres, Valley Stream, Long Island; 
Inter County, Farmingdale, Long 
Island; Tri-City, Albany, N. Y.; Sayre- 
wood, Sayrevillle, N. J.; Pompton 
Lakes, Pompton Lakes, N. J., and 
Ritchie Park, Baltimore, Md. The lat- 
ter is the first National store in Mary- 
land. 

The slogan of the meeting was “Go 
For the Extra Buck.” The legend was 
emblazoned on large dollar cartwheel 
delegates’ badges. 

Irving Siegel, vice-president in 
charge of merchandising, declared that 
n “going for the extra buck,” National 
leadership had maintained the follow- 
ing program inaugurated last year: 
More personalized buying, more per- 
sonalized distribution, and the pro- 
vision of better priced lines and mer- 
chandise. 
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It was pointed out that this program 
is really an extension of the company’s 
founding principles. In 1908 Louis 
Fried, National’s president, started his 
career as an errand boy at $6 per week. 
This entry into business was followed 
by 10 years of clerking in shoe stores 





LOUIS FRIED 
President, National Shoes, 


Following a hitch in the Navy in 
World War I, Mr. Fried cast his lot 
with the late Joseph Siegel in a helter- 
skelter career of auctioneering, jobbing 
and, eventually, retailing. Together 
they formed National Shoe Stores and 
opened the first unit on Market Street 
in Newark, N. J., in 1931. 

They both knew shoe values down to 
the last penny and had no merchandis- 
ing policy beyond offering customers 
maximum value. Shoes offered at 
$1.98 and $2.98 caught on. 

Mr. Siegel pointed to the company’s 
greater progress in the sale of higher 
priced lines as an index of a definite 
trend. The average price of women’s 
shoes has increased 25 per cent, he 
said. 

Emil Mogul, president of Emil Mogul 
Company, Inc., National’s agency re- 
ported on the most ambitious adver- 
tising campaign ever undertaken by the 
company. It started last month featur- 
ing a high-style item. 

Mr. Mogul! said National’s advertis- 
ing would now place emphasis on 
higher priced lines. There will be a 

[TURN TO PAGE 73, PLEASE] 


For Planned Ads 


BuFFALO, N. Y.—Retail shoe adver- 
tising that is not planned will rarely 
turn out anything other than a waste. 

That was the dictum emphasized re- 
peatedly in a new booklet, “Key to 
Progress,” put out by the Empire State 
Footwear Association to provide shoe 
retailers with helpful tips on advertis- 
ing and merchandising. 

A family shoe store, the booklet 
advises, in an average size town should 
spend about 60 per cent of its adver- 
tising budget in newspaper and radio 
media, 20 per cent in direct mail, 15 
per cent in window display, and 5 per 
cent in special promotions. 

The booklet advised that waste is an 
almost certain end result where there 
is no coordination of promotional effort, 
with over-spending or under-spending 
likely to result. Certainly, the booklet 
says, maximum results will not be 
achieved. 

The Empire State Footwear Associa- 
tion recommended that retailers set 
aside 3 per cent of gross volume of 
sales as an advertising budget. For 
instance, a shoe store expecting an 
annual gross volume of $60,000 should 
spend $1,800 of that amount in adver- 
tising. 

The association noted that its per- 
centage breakdown in categories will 
vary depending on the type of store and 
its location, but it strongly urged that 
the 60 per cent it recommends for 
newspaper advertising be maintained 
as a point of departure. 

It also suggested that budget checks 
be made after a three-month period, 
and that if too great a variance is dis- 
covered, an adjustment be projected in- 
to the second three-month period. 

“Stay away from either extreme,” 
advised the booklet. “You are just as 
wrong when you underspend and do 
not use 3 per cent of volume for adver- 
tising as when you go over the budget 
Proper planning, adjusted from time to 
time, is the only way a hard-hitting 
retail advertising program can be 
turned into getting more business for 
your store.” 

Holding a brief neither for the ad 
vertise-when-things-are-bad school or 
its opposite number, the association ad- 
vised the retailer rather to examine 
sales for a full calendar year to deter 

[TURN TO PAGE 87, PLEASE] 
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Ultra-Modern Chandler’s in Cleveland 





Soft color tones and efficient lighting techniques give an air of spacious comfort 
to Edison Brothers’ remodeled Chandler's Shoe Sales in Cleveland. A marbelized 
shoe display and an abstract muraied wall enhance the ultra-modern decor. 


CLEVELAND — Ever-conscious of the 
importance of an inviting, ultra-mod- 
ern appearance to women shoppers, 
Edison Brothers’ Stores, Inc., has com- 
pleted an extensive modernizing pro- 
gram for its Chandler’s Shoe Salon. 


One of the most well-known and 
frequented women’s shoe shops in 
Cleveland, Chandler’s has built its 


reputation on personalized service and 
on exclusive merchandise. Edison 
Brothers’ Chandler stores carry a com- 
plete selection of dress, sport and cas- 
ual shoes under their own name of 
“French Room Originals,” and cater 
to women in the upper-medium and 
high-income group. 

The newly-remodeled Chandler’s of- 
fers a striking picture with its long, 
salon-type interior, richly decorated 
in shades of French beige and tur- 
quoise. The exterior is of terra cotta 
with the store’s name done in neon 
script across the top. A smaller neon 
name sign extends out towards the 
sidewalk from the doorway. The two 
main windows face directly into side- 
walk traffic with a small vestibule dis- 
play area in the center. 

Destined to be the “most illuminated 
store in Cleveland,” according to Rob- 
ert Glick, store manager, Chandler’s 
is flooded with a variety of ultra- 
modern lighting fixtures. Four rows 
of fluorescent lights run the width of 
the ceiling, which is highlighted with 
a brass modern chandelier at the front 
of the store. Several modern fixtures 
with enclosed brass-colored shades, in 
the shape of a crown, are suspended 
about four feet from the ceiling to 
highlight wall niche displays. In addi- 
tion, baby spots and floodlights are 
utilized to accent various table display 
arrangements. 

The salon now has a selling area 
of 32 by 100 feet with an equal area 
for stock, making the new store al- 
most double the size of the original 
Chandler's. Blond wood chairs, richly 
upholstered in a beige metallic fabric 
line, line the left-hand wall. Situated 
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at the center of the same wall is an 
ornate curved marbelized centerpiece 
used to display current shoe styles. 
Two formica-topped blond wood tables 
and a modern fumbler unit are utilized 
at the center and rear of the store 
for additional display purposes. Four 
plastic-base pillars run down the cen- 
ter of the salon. Two are painted and 
two papered, while each is designed 
with a full-length mirror. 

Low lounge type chairs, upholstered 
in a brown metallic fabric, are placed 
at conversational angles at the center 
and rear, adding a cozy touch to the 
modern decor. Potted plants are used 
to good advantage on display tables 
and at various other eye-catching 
spots. 

Located opposite the seating area is 
a 30-foot hosiery and handbag bar 
and service desk unit, backed by a 
wall of grey vinyl! plastic done in a 
tone-on-tone dot pattern. Curtained en- 
trances to the concealed stockroom are 
on either side. The carpeting is of 
rose-beige, while the left wall, behind 
the seating area, is of a turquoise 
green canvas. A curved far wall de- 
picts a scene from the Rubaiyat in 
gold and white with a background of 
turquoise canvas. 

Manager of the Cleveland store is 
Robert Glick, who has been with Edi- 
son for 10 years, coming to Cleveland 
from their Chicago store. He is as- 
sisted by Carl Lombardo, who has 
been with the company for seven 
years. Mr. Glick employs seven regu- 
lar salesmen and five regular sales- 
women, in addition to 10 “extras.” 

Known throughout the country as a 
large exclusive retailer of women’s 
shoes, Edison Brothers has over 250 
stores in the United States, according 
to regional manager Ode Winkler. 

The Cleveland Chandler’s has been 
in operation for over 20 years. Mr. 
Winkler was in charge of the Cleve- 
land remodeling program, while Ber- 
nard Bloom, Edison’s personal archi- 
tect, handled the actual designing and 
decorating. Mr. Winkler has been re- 












Dates to Remember 


Shoe Show, Michigan Shoe Travelers 
Club, Hotel Statler, Detroit 
Sept. 11, 12, 13, 
Advance Spring Market Week, New En- 
gland Shoe and Leather Association, 
Statler and Touraine Hotels, Boston 
Oct. 2, 3, 4, 5, 6, 
Canadian Shoe and Leather Fair, Sher- 
aton-Mount Royal Hotel, Montreal 
Oct. 9, 10, 1, 12, 
Annual Convention, Independent Shoe- 
men, Sheraton Hotel, Chicago 
Oct. 23, 24, 
National Shoe Fair, Chicago 
Oct. 23-27, 
Spring Shoe Show, Pacific Travellers’, 
Hotel Vancouver, Vancouver, British 
Columbia Oct. 30-Nov. |, 
Shoe Show, Tri-State Shoe Travelers 
Association, Statler Hotel, Buffalo, 
ee Nov. 6, 7, 
Annual Spring Shoe Show, Indiana Shoe 
Travelers Association, Inc., Hotel 
Claypool, indianapolis. Nov. 6, 7, 8, 
Spring Shoe Show, Southeastern Shoe 
Travelers. Hotels Henry Grady, Dink- 
ler, Peachtree and Piedmont, Atlanta 
Nov. 6, 7, 8, 9, 
Spring Shoe Show, The Southwestern 
Shoe Travelers Association, South- 
land, Adolphus, and Baker Hotels. 
Dallas Nov. 6, 7, 8. 9, 
Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel William 
Penn, Pittsburgh 
Nov. 12, 13, 14, 15. 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines 
Nov. 13, 14. 15, 
Spring Shoe Show, Mid-Continent Shoe 
Trovelers Association, Huckins Hotel, 
Oklahoma City, Okla. ...Nov. 13-15, 
Sprina Shoe Show, West Coost Shoe 
Travelers Associates, Alexandria Ho- 
tel, Los Anaeles Nov. 13-16, 
Shoe Show, The Ohio Shoe Travelers 
Club, Deshler Hilton Hotel, Colum- 
bus, O. Nov. 20-22, 
Spring Show, Popular Price Shoe Show 
of America, Hotels New Yorker and 
McAlpin Nov. 27-Dec. |, 
Spring Market Week, The Boot and 
Shoe Travelers’ Association of New 
York, Inc., Marbridge Building, Em- 
pire State Building and McAlpin 
Hotel Nov. 27-Dec. |, 
Fiftieth Anniversary, Boot and Shoe 
Travelers Association of New York, 
Statler Hotel . Nov. 29, 
Shoe Show, Shoe Travelers Association 
of Chicago, Morrison Hotel. 
Dec. 4-7, 1955 
Forty-second annual Mid-Atlantic Shoe 
Show, Hotel Benjamin Franklin, Phila- 
delphia Jan, 15-18, 1956 
Convention, Empire State Footwear As- 
sociation, Onondaga Hotel, Syracuse, 
N. Y. Jan. 22-24, 1956 
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gional manager for Edison for 12 
years. He said the remodeling was 
begun in an attempt to “modernize 


and bring Chandler’s of Cleveland up 
to the standards of the Chandler group 
as a whole.” 





Mary Jane in Newark 

NEWARK, N. J.— Mary Jane Shoes 
signed a 22-year lease for the property 
at 1515 Market Street. Rent will be 
more than $2,500,000. 
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Saks Fifth Avenue Shows 
Five Top Women’s Styles 


New YorkK—Five outstanding trends 
in women’s style shoes were featured at 
a recent press showing by Saks Fifth 
Avenue. These consisted of textured 
leathers and two surfaces in combina- 
tion; the new lower “Vanishing Back”; 
heel interest, especially the new Fili- 
gree Heel; a cashmere shade for cas- 
ual clothes; the “dynamic diagonal” in 
new next-to-nothing velvet evening 
sandals. 

Among the leathers, colors, silhou- 
ettes and treatments shown were a 
very fine “Couture” calfskin; smocked 
bronze kidskin; all-over tucked shoes; 
dull finish “Lampblack” calf; the |! 
straight top line; the folded edge; the 
Cinderella glass slipper in vinylite with 
lucite heel, rhinestone-trimmed, which 
Saks Fifth Avenue calls “Twinkling 
Chandelier.” 


National Shoes, Inc., Embarks | 
On Biggest Expansion Ever 


| 
[CONTINUED FROM PAGE 71] | 


substantial increase in radio and tele- | 
vision scheduling. In the coming sea- 
son National will be on the air with | 
681 radio spots a week over 20 sta- | 
tions. A greater effort will be made to | 


exploit foreign-language groupings in | 


the radio campaign. 

The specialized sales program for | 
children’s shoes grew out of a desire | 
by National’s leadership to find out | 
definitely what the public thinks of its 
shoes. It employed an independent re- | 
search organization, the American | 
Standards Testing Bureau in the New 
York metropolitan area. 

Identifying tags and labels were re- | 
moved from all the shoes used in the 
test. Interviewers returned to indi- | 
vidual homes to check response. The | 
canvass disclosed that consumers were | 
open for a price that ranged all the| 
way up to $10. 

A full-page ad will break in the New 
York Daily News September 7 with | 
copy based on actual wear tests of | 
National shoes. The assertion will be 
supported by seals of the American 
Standards Testing Bureau, Parents 
Magazine and the Podiatrists Associa- 
tion of New York. 

A similar ad will appear in Parents 
Magazine. This will be reprinted for 
use in the stores as package inserts. 
The theme will be followed up in win- | 
dow placards. 

National is now engaged in an ex- 
tensive program the goal of which is 
the certification of every item sold in 
the stores. Mr. Mogul said this pro- 
gram shapes up as a test and mer-| 
chandising tie-up unequalled in the 
shoe business. 

National’s children’s line of Posture | 
Guide shoes is also being promoted | 
through the Podiatrists’ Association | 
and the Journal of Podiatry. The | 
shoes will have hang tags stressing | 
“ankle balance,” its basic selling fea- 
ture. 
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Two Grand Rapids Stores brick wall of an adjoining building 
trimmed in redwood with planters at 


Moving to Larger Quarters the base. Opposite wall will be paneled 
GRAND Rapips, MICH.—Two Grand _ in etchwood. Ceiling will be composed 
Rapids shoe shops are planning moves of alternate strips of acoustical tiles 
to larger quarters. Gladstone Shoe and luminous plastic. Approximately 
Store, 57 Monroe Avenue, NW, moved $15,000 will be spent in readying the 
late in August to 63 Monroe. They mew shop. 
have been in their present location The other Grand Rapids shop to 
for 14 years. move will be Baker’s Shoe Store now 
Wendell J. Gladstone, president of located at 147 Monroe Avenue, NW. 
the firm, says the new store will give The move will be to 95 Monroe, a store 
them approximately 25 per cent more formerly occupied by Walgreen Drugs. 
operating space. This new quarters will give Baker’s 
Exterior of the shop will be of double its present floor space and will 
maroon and cream glass with alumi- cost about $24,000 for repairs. The 
num trim, Interior will show exposed new store will open September 15. 
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for 
CANCELLATION 
SHOE STORES 


For nearly a quarter of a century we 













have handled the finest and largest 
selection of women’s branded job lots. 
NOW, in addition we have established 
a new department for CHILDREN’S 
SHOES ... All top brand names from 


America’s foremost factories... 





An ideal source for Cancellation Stores. 


* Huge Selection 
© Immediate Delivery 


¢ Priced for Profitable Sale 


Bait ahve Co 
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Cobbler Enters Retail Shoe Business But Stull Sticks to His 


Richard Gennaro, above, who started in the shoe busi- 
ness as a cobbler and still operates in that capacity in 
his Denver shop, has since taken advantage of the sales 
potential in his neighborhood and branched out into shoe 


Denver—A 300 per cent increase in 
shoe sales over the space of six years 
has been hung up by Richard Gennaro, 
operator of Richard’s Shoe Store at 
2210 East Colfax Avenue, here. 

Mr. Gennaro opened up in the same 
location 16 years ago as a shoe re- 
pairman, during which time he pros- 
pered enough to become the father of 
six children and to develop a heavy 
traffic of repair customers. 

Interested in the progress of his 
own neighborhood, he noted that there 
were no shoe stores for at least a dozen 
blocks in any direction, and that many 
of his repair customers, upon being 
told that a favorite pair of shoes was 
beyond repair, asked for the address 
of the nearest retail shoe store. An- 
other point which came to his attention 
was the fact that in the apartment 
house neighborhood surrounding, there 
was an absolute minimum of children, 
which meant that shoe sales would be 
confined largely to the adult market— 
with a greater profit return per sale, 
due to the larger unit purchase in- 
volved, 

Consequently, in 1949, he “took the 
plunge” and remodeled his former re- 
pair shop into a smart, knotty-pine 
lined shoe store, with a $2,500 inven- 


A Le 


tory concentrated almost entirely in 
men’s and women’s lines. 

“Six children were plenty of reason,” 
Mr. Gennaro grinned. “With their pic- 
tures hung along the wall, the children 
attracted a lot of attention and served 
to open up friendly relations with 
the average customer.” 

The original $2,500 inventory has 
expanded since to $12,000, and as sales 
increased rapidly, Mr. Gennaro felt 
encouraged to cut down on the size of 
the shoe repair shop, and to turn over 
more space to retailing. His last re- 
modeling job carried out a few months 
ago resulted in complete paneling of 
the shop with the warm, friendly at- 
mosphere of knotty pine which it has 
featured since the beginning. He 
spent approximately $1,500 for this 
remodeling project which likewise in- 
cluded cutting of the shoe repair shop 
from 30 per cent of the store space 
to less than 20 per cent. 

Now highly successful with such top 
adult lines as Nunn-Bush and Edger- 
ton, he operates the repair department 
primarily as an accommodation. He 
feels that it gives him a “leg up” on 
competition, inasmuch as the customer 
can brine the shoe back to the store 
which sold it for changes and repairs. 


Last 


retailing as well. His store, right, paneled in a warm 

—Z pine, is well stocked with topnotch lines. In the 

merchandising policy he follows, both elements of his 
business throughly complement one apother. 


This tack counts heavily in an area 
populated largely by working-class 
customers, he pointed out. “Naturally, 
the shoe repair shop pays its own 
way,” he said, “but in the main, it 
has been an arm of service which at- 
tracts additional customers’ every 
week in the year.” 

Mr. Gennaro credits much of his 
yearly volume to the fact that he con- 
sistently “follows-up” on shop repair 
customers after the first service. In 
every transaction, he attempts to get 
the name, address, and telephone num- 
ber of the customer, no problem of 
course where repair service is con- 
cerned and only slightly more difficult 
where the shoe purchaser is concerned. 

Some time within the next two 
weeks, he telephones, asks how the re- 
pair job he has already carried out 
is doing and in the course of the con- 
versation points out the long list of 
topnotch lines he carries in stock. 
Usually, customers are surprised to 
find that a small neighborhood shop 
earries these lines, and the impression 
created is enough to bring the cus- 
tomer around to check prices and 
selection. Spending an hour per day 
like this he developed a list of regular 
customers. 





Seattle Retailers’ Forecast 


SEATTLE — Decorated patterns and 
slenderized shapes are gaining in pop- 
ularity, according to F. D. Plummer, 
owner of the Shoe Salon at Best’s Ap- 
parel Inc. Mr. Plummer gave a fashion 
forecast at the Pacific Northwest Shoe 
Travelers Fair last November at the 
Olympic Hotel in Seattle. In dis- 
cussing the trend in colors for the com- 
ing Fall season, Mr. Plummer said that 
black is running first in popularity. In 
the ranks of the colors, the Town 
Brown is first; Burnished Brass, sec- 
ond and Henna, third, He said that 
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for Fall Is Black and Tan 


the most popular shape is proving to 
be the narrow toe. 

When asked for the secret of his 
busy, growing salon, Mr. Plummer 
said, “It is our policy to be warm, 
friendly, alert and fashion-minded. We 
think that we have the best retail shoe 
salesmen in the Northwest. They are 
trained to be friendly and alert. They 
are also instructed to never appear 
miffed if the customer does not buy. 
Each one of our salesmen has a loyal 
personal following and does a good 
job. Each man is on his own. We pay 


the union scale and a commission. Our 
salesmen greet their customers with 
friendly cordiality and always aim to 
have the customer leave the depart- 
ment in a friendly atmosphere no mat- 
ter whether or not they purchased 
shoes during that particular visit. 
Best’s Apparel has done one of the 
outstanding fashion merchandising 
jobs of the Northwest and we are striv- 
ing to keep in pace with them.” 

Before Mr. Plummer purchased the 
Shee Salon at Best’s from the Perkins 
estate after the death of Harry Perkins 
about three years ago, he was with 
J. W. Robinson of Los Angeles. 
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Retail Clothing Chain Opens 
Leased Shoe Departments 


CLEVELAND—Richman Brothers Com- 
pany will introduce a complete line of 
men’s and boys’ shoes to retail from 
$8.95 to $18.95, it was announced by 
George H. Richman, company presi- 
dent. It will lease shoe departments to 
International Shoe Company to distri- 
bute Rand men’s and boys’ dress shoes. 
The first shoe department opened was 


ston’s Two Biggest Stores 
andon Separate Branches 


BostoN—Boston’s two largest de- 
partment stores, Jordan’s and Filene’s, 
nave agreed to abandon their plans to 
build branch stores in separate shop- 
ping centers north of Boston and will, 
instead, build their new branches in 
the same center. The site selected 
for this center, a 100-acre tract, is at 
the junction of Routes 128 and 114 


Previously, Filene’s had planned to 
build on land at the junction of Routes 
1 and 128 in Lynnfield, and Jordan’s 
had expected to build farther out 
on Route 128 in Beverly. 

This “merger” move was announced 
jointly by Edward R. Mitton of the 
Jordan Marsh Company, and H. D. 
Hodgkinson, representing William 
Filene’s Sons Company. 


Name Brand Leases Space 


in Peabody, adjacent to Salem, 
Beverly, Lynn, Gloucester, Wakefield 
and a score or more of smaller com- 
munities with a combined population 
of about 500,000. A large number of 
smaller stores will be included in the 
center which is not expected to be 
completed until some time in 1957. 


in the Richman store at 736 Euclid 
Avenue, Cleveland. Brand Shoe Stores 
space at 3512 Oak Lawn 
new store will sell men’s 
shoes only and the existing store at 
Oak Lawn and Lemmon will handle 
only women’s shoes. Harry Stitsky is 
owner, 


DALLAS— Name 
has leased 


here. The 


aeiked 


o sell 


with trying t 
2 “second place 
z BABY SHOES? 


The men’s clothing firm will open 
leased departments this month and 
next in Richman stores in Pittsburgh, 
Pa., Indianapolis, Ind., Erie, Pa. 
Detroit, Mich., Chicago, Ill., and St. 
Louis. Additional departments will be 
opened as soon as remodeling plans 
can be carried out, to make a total of 
16 units in the first group. Other leased 
departments will be opened at a late: 
date. This marks the first time in 
company history that its stores have 
carried men’s and boys’ shoes. 

Richman’ Brothers, founded 102 
years ago in Portsmouth, O., is one of 
the largest groups of retail men’s 
clothing stores in the world. With the 
exception of Rand shoes, and men’s 
furnishings, the company manufactures 
all of its own apparel in a huge plant 
where all operations are enclosed in 21 
acres of floor space in Cleveland, Rich- 
man headquarters. The company sells 
its apparel directly to consumers 
through 86 company owned stores lo- 
cated in 60 cities coast to coast. 

H. F. Slack, who has spent 22 years 
in shoe merchandising, will be in direct 
charge of the leasing operation for 
International Shoe Company. He will 
make his headquarters in Cleveland. 
Mr. Kenneth Quackenbush, who has 
spent 17 years in the retail shoe field, 
is manager of the new department at 
the Euclid Avenue store. 

Executives of Richman Brothers and 
International Shoe Company will be in 
Cleveland for the formal opening of the 
first Richman shoe department Septem- 
ber 14. Further plans for promotion 
at the opening were not known im- 
mediately, but public interest was ex- 
pected to be high. 


GEORGE H. RICHMAN 





Holding ‘‘First Place” with mothers 
for over fifty years 


Be wise and ready for real Baby Shoe busi- 
ness with IDEALS 
and most accepted line by mothers for half a 


.the world’s best known 


century. First to pioneer in use of medical 
guidance in their design and manufacture 
IDEALS are scientifically made to provide 
footwear for the first four stages of foot 
growth... CRIB, SOFT SOLE, INTERMEDI 
ATE, and FLEXIBLE HARD SOLE WALKING 
SHOES. Don't be satished with 
best”, Sell Ideals and enjoy volume baby 


“ 
second 


Style No, 449 
White, Brown, Red Elk Laced 


Boot. Narrow, medium, wide 
—sizes 3 to 8. 


— 
shoe sales every day of the year 


Sell a jar of C8AU PEEP cleaner, too, Ht is the 
safe cleaner for baby's shors and heeps them 
clean longer 


MRS. DAY’S iho BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


1070 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 


679 MERCHANDISE MART 
DALLAS, TEXAS 


7) WEST 357TH STREET 
NEW YORK 1, N.Y. 
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Quality 
Shoes 


Since 
We Offer Quality 
. 3 fd Jobs, Cancellations 
and Closeouts in 
Branded Footwear to 


CANCELLATION 


SHOE STORES AND 
SHOE PROMOTION BUYERS 


Our prices on fine shoes, bought direct 
from the best known makers are in line 
with our nationwide reputation for values! 











The utility leather for 
dress shoes. Chrome tanned. 








ARMOUR LEATHER CO. 


CHICAGO BOSTON NEW YORK 














One pair—or another 3 MILLION pairs— 


Open a Cancellation Shoe 
Store in Your Town 


Our New Store Consultants 
Will Help You Set Up a 


ever have to take 


1¢ in markdowns 


Profitable Operation 
bf T, Bem. 


M. K. WEIL SHOE CO 


- i Ar eles . New Yor | 


Cooperation in Fashion Show 
Leads to Campus Shoe Sales 


Bou.per, Coto. — An oblique, but 
highly effective approach to the college 
undergraduate market, is the coopera- 
tion which Smith Shoe Company, 48- 
year-old shoe company here, extends to 
the management of a_ twice-yearly 
local fashion show. 

The fashion show is presented in a 
Boulder theater, in Spring and Fall, 
with four or five department stores 
cooperating. Some 20 models are used 
in each event, most of them girls from 
the nearby University of Colorado, 
and for the past 10 years, the event 
has been tremendously successful from 
a sales standpoint. 

“Our end of the style show is to 
supply the shoes, sometimes amounting 
to as many as 90 pairs,” Kenneth 
Smith, manager, indicated. “In return 
for assuming the risk of damage to 
the footwear, we, of course, get credit 
for every shoe fashion shown, and most 
important, we can put a lot of stress 
on high styles and new trends, with 
smartly-dressed college girls who are 
more or less setting the pace on the 
campus. 

“In almost every instance, the shoes 
which are modeled by the college girls 
begin selling swiftly, even before the 
fashion show is presented, proving 
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definitely that the enthusiasm of par- 
ticularly well-dressed girls on the 
campus carries a lot of weight with 
their undergraduate contemporaries.” 


New Family Booterie Store 
Sixth Unit for Southern Chain 


NASHVILLE, TENN. — The Family 
Booterie, which operates three shoe 
stores in Nashville, and leased depart- 
ments in clothing stores in Nashville 
and Chattanooga, Tenn., and Atlanta, 
Ga., has opened a new Family Booterie 
in the Green Hills Village Shopping 
Center. 

The new store is the firm’s sixth 
unit, according to Marvin M. Jacobs, 
who is associated with J. L. Jacobs 
in the operation. Mr. Jacobs said his 
firm plans to open its seventh shoe 
store in Madison, Tenn., and has plans 
for additional stores. 

Mr. Jacobs said the Green Hills 
Village unit will be “the most com- 
plete and up-to-date suburban family 
shoe store in the South.” It will 
feature a large stock, including a com- 
plete range of sizes for men up to 
size 18 and for women up to size 13 
and such other items such as special 
boot types, dance shoes and_ rink 
skates. 


from now, no retailer will 


Introduce Jingle Records 
To Promote Sales of Shoes 


New YorkK—With the help of the 
PAD Division of the National Shoe 
Merchandising Council, jingle discs 
have just been introduced by Bob 
Hahn Productions for use by shoe 
manufacturers, distributors and dealers 
in year-round promotions. 

The production company said the 
discs are designed for use in local 
radio stations and consist of open-end 
jingles. There are four cuts with tags 
that may be used all year; the fifth cut 
is for the “New In Shoes—Fall 1955” 
promotion, scheduled for September 11, 
to tie-in with newspaper ads and re- 
tail store streamers. 

PAD reported that it is making con- 
tact by direct mail with 30,000 retailers 
and 900 radio stations advising them 
that the disc material is available. 

The venture grew out of a National 
Shoe Manufacturers Association mer- 
chandising clinic attended recently by 
representatives of the PAD Division of 
the National Shoe Merchandising Coun- 
cil and the Radio Advertising Bureau. 

Bob Hahn Productions has created 
and produced singing jingles for Gen- 
eral Motors, Esso Products, Colonial 
and Trans-Canada Air Lines, Kraft 
and Pepsi Cola in Canada. 
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Small-Town Shoe Retailers 
Run Teen-Age Style Show 


TRAER, 1A.—Teen-age girls modeled 
footwear styles for their age groups 
at Oelmann’s Shoe Store here recently. 

The store owners, Mr. and Mrs. 
Warren Oelmann, recruited girls for 
the fashion show by running advertise- 
ments in the local paper. Along with 
the ad, explaining the coming event, 
there was printed a coupon for a seat 
reservation. 

Coupons flooded in from towns and 
farming communities throughout Tama 
County. It revealed what the Oelmanns 
had surmised, that teen-age girls were 
extremely shoe-conscious. The replies 
gave the store owners an opportunity 
to estimate the attendance, provide 
adequate seating arrangements in the 
store, and to provide refreshments. 

Four pretty high-school girls modeled 
about 50 styles of footwear, each for 
her particular age group. They ap- 
peared, one after another at intervals, 
on an elevated ramp at the rear of 
the store, where the new shoe styles 
could be seen most advantageously at 
eye-level. There they were spotlighted. 

The teen-age spectators sat facing 
the ramp. 

While the models paraded on the 
runway, a youthful narrator intoned 
comments on shoe fashion trends and 
suggested basic principles by which to 
choose footwear to set off a teen-ager’s 
wardrobe. Sport shoes, casuals, dress 
flats and dress mid-heels were shown 
in the price range from $2.99 to $9.95. 
Hosiery and handbags were displayed 
as accessories. 

Also featured at the shoe fashion 
party was a demonstration of colors 
and styles for the teen-ager with a 
limited budget, showing how certain 
footwear styles can provide many- 
purpose combinations. 


June Footwear Production 
Up 14 Per Cent Over 1954 


WASHINGTON—J une footwear produc- 
tion of 49.6 million pairs was 14 per 
cent higher than the 43.5 million pairs 
produced in June of last year, it was 
reported by the Bureau of Census of 
the U. S. Department of Commerce. 

The figure is an increase of five per 
cent over the production in May, 1955. 

Selected from a sampling of about 
550 companies, the data are estimates 
of shipments of shoes and slippers in 
the United States and of total factory 
production. The 1954 data were ar- 
rived at through estimated industry 
totals based on monthly sample sur- 
veys of a group of manufacturers who 
accounted for 90 per cent of the total 
output in 1953. 

Though the bureau said the 1955 and 
1954 figures were comparable, it said 
the 1955 estimates would probably differ 
from comparable totals which would 
have been obtained from a complete 
canvass, due to sampling fluctuations. 
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Construction of Regal Shoe 
Store to Begin in October 


BIRMINGHAM, ALA.— Regal Shoe 
plans a new modern shoe store in the 
Frank Nelson Building, in the heart of 
downtown Birmingham. Construction 
is expected to begin about October 1. 

The new location is expected to boost 
retail shoe volume in the building to a 
figure in excess of $500,000. 

Featured in the new store will be a 
new visual type of front with approxi 
mately 175 square feet of window 
space. 

Incorporated in the interior of the 
store will be the very latest ideas in 
design for the comfort and convenience 
of the customers. 


Highlighting the store will be an 
attractive open display of hundreds of 
pairs of shoes, showing a wide assort- 
ment of men’s styles and providing 
quick and easy selection. 

Lease negotiations were handled by 
Molton, Allen & Williams, Inc. 

Formal opening will be held about 
December 1. 


Sixth Rochester Area Store 


Rocnester, N. Y.— Endicott-John- 
son Corporation has opened a family 
shoe store in the Culver-Ridge Plaza 
in suburban Irondequoit. It is the 
company’s sixth unit around Rochester. 

Manager is Richard Borland, who 
was formerly assistant manager in 
Meadville, Pa. 


/_-~"SUPERSOLE” 
The New 


LIGHTWEIGHT CHAMP! 


UNCE for ounce, there’s more hard wear built into 
every pair of “SUPERSOLES” than in any conven- 
tionally tanned leather or synthetic soling material! 
That makes “SUPERSOLE” ideal for modern lightweight 
styling and for children’s shoes. 
Wherever LIGHTER WEIGHT and LONGER WEAR are 
important, you owe it to your customers to provide 
genuine leather “SUPERSOLES” for long-run economy 


and healthful comfort. 


Besides its LIGHTER WEIGHT and LONGER 
WEAR, “SUPER SOLE” is more FLEXIBLE and 


highly 
worked “dry”. 
you please! 


WATER-RESISTANT. 


It can be 


Stitch it or cement it, as 


—VirciniaA OAK TANNERY 


SALES CORPORATION 


NEW YORK, N. Y. 


Only genuine leather 
"SuPERSOLES” bear this 


LURAY, VA. VOTAN trade-mark 
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Detailer Planning Begins 
For West Coast Shoe Show 


Los ANGELES—“Buy early! Sell 
early!” With this theme, work on the 
West Coast Shoe Travelers Associates’ 
Spring Shoe Show, November 13, 14, 
15 and 16 at the Alexandria Hotel 
in Los Angeles, is well under way 

The show is being planned to help 
educate the retailer in the color pic- 
ture for Spring, 1956, materials, leath- 
ers, patterns, hee! heights, trends, open 
shoes and pumps, accessories; to help 
take the gamble out of buying; to show 
retailers where they can put early 
Spring buying money to bring in- 
creased volume, 

As Al Bornstein, vice-president, 
WCSTA, puts it, “If a man pays rent 
twelve months of the year, he should 
be in business twelve months of the 
year also.” 

Already on the agenda is a huge 
fashion show for the Tuesday luncheon 
sponsored by the National Carloading 
Company, to replace the usual guest 
speaker. Help of the apparel and tan- 
nery industries is being enlisted to 
stress harmony of shoe colors with 
apparel — men’s, women’s and _ chil- 
drens’. Miss Spring Shoes of 1956 will 
reign and a well-known commentator 
will officiate. The luncheon will be held 
in the ballroom of the Alexandria. 

Also scheduled is a bingo game spon- 
sored by Western Carloading, Wednes- 
day night in the ballroom. A_ snack 
bar, courtesy of Universal Carloading 
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Corporation, for the convenience of 
buyers will be open during the entire 
show. 

A portion of the Peek-A-Boo Room, 
in the Continental Dining Room of the 
Alexardria will be devoted to displays 
on how to develop a successful window, 
types of materials necessary, the proper 
way to advertise. 

Warren G. Hickey, Simplex Shoe 
Manufacturing Company, is chairman 
of the Shoe Show Committee. Other 
committee members are: Tony Snyder, 
M. J. Nazzaro, Inc.; Al Bornstein, 
Foot Flairs; Harry Glassman, Bates 
Shoe Company; Henry E. Grimm-tt, 
Mishawaka Rubber and Woolen Maru 
facturing Company; L. E. Neweom», 
Carmo Shoe Manufacturing Company; 
Morton Perelman, York Shoe Com- 
pany; Hi Rankin, Trimfoot Company; 
and Elmer L. Sikorski Sbicca of Cali- 
fornia. 

To date letters have gone to every 
possible exhibitor and October 1 a 
folder will go to every retailer in the 
western States urging, “Come pre- 
pared to buy.” 





Third Generation of Hack 
Family to Enter Shoe Field 


Detroit — The third generation of 
the well known Hack family is enter- 
ing the shoe business here, with James 
Arthur Hack now in training as a shoe 
fitter at the Livernois Avenue store of 
the Hack Shoe Company, under the 
tutelage of store manager Quentin V. 


and Casual Footwear. Popular prices 
plus fashion-right colors and washable fabrics; 
cushioned soles and arch supports, 
will make the ‘56 La Crosse line the 
important part of your summer shoe operation. 


Wait for your salesman to show you 


RUBBER MILLS COMPANY 
LA CROSSE, WISCONSIN 

















ALL SET.. Kight Now! 


The promotion theme for 1956—La Crosse Canvas 


this new profit-making line! 


Rollins, experienced in trainine work. 

James Arthur Hack, who is now . 
senior specializing in political science 
at the University of Michigan, plans to 
enter the shoe field exclusively upon 
graduation. He is the son of Dr. Mor- 
ton Hack, and grandson of Nathan V. 
Hack, founder of the firm, known as 
the inventor of the Ripple Sole. 





Lack of Proper Female Feet 
Nixing Northwest Shoe Show 


SEATTLE—Lack of a sufficient number 
cf female feet with “proper qualifica- 
tions” is proving a preliminary stumbling 
block to planning for the Pacific North- 
west Shoe Travelers show, it was dis- 
closed by Dick Duvall, president of the 
Travelers. 

Mr. Duvall said about 20 per cent of 
the 150 exhibitors expected to display 
their lines at the show were having diffi- 
culty in finding models whose shoe size 
is 4B or 2. 

He called on retail salesmen in shoe 
stores in the area to come to the aid of 
the Travelers. 

"It has been suggested,” he said, “that 
salesmen in retail shoe stores in Seattle 
occasionally have customers who wear a 
true 4B shoe and who might be inter- 
ested in working during these shows, 
even though they have not had profes- 
sional modeling experience. 

“We would appreciate it if salesmen 
mention to customers they adjudge ap- 
propriate that this work is available, 
and, if they show interest, have them 
contact the Travelers at Room 311, New 
Washington Hotel.” 
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Suspended Display Fixtures 
Attention-Getter For Retailer 


GRAND JUNCTION, CoLo.— Two dis- 
play fixtures used in the western shoe 
retailing industry are daily attracting 
attention and causing humorous com- 
ment at Benge Shoe Company, here. 

The fixtures are two circular “ta- 
bles” which, instead of being elevated 
on the usual four legs or single central 
posts are suspended in the center from 
a post which runs all the way to the 
ceiling of the Benge store. 

The novel fixtures owe their develop- 
ment to an inspiration of Hary Benge, 
store manager, during a remodeling 




















This circular table-top fixture is a never- 
failing curiosity provoker at the Benge 
Shoe Company store, Grand Junction 


program several seasons ago. Among 
the steps effected was the installation 
of a new pair of I-beams running the 
length of the store to support the ceil- 
ing. With the strong I-beams in place, 
one at either side of the store, Mr. 
Benge realized that he could suspend 
displays of substantial weight from the 
ceiling rather than resting on the floor 
as is the usual case. 

Experimenting, the Grand Junction 
shoe retailer took two 12-foot lengths 
of three-inch pipe, enameled them 
bright yellow, and using a simple hook 
attachment suspended one on either 
side of the main aisle just inside the 
entrance, with the bottom of each post 
some three feet above the floor. 
Mounted on the bottom of the post is 
a circular table top, three feet in 
diameter. 

On this suspended display, Benge 
Shoe Company shows new seasonal de- 
velopments in footwear, bright casual 
displays, and sports footwear, according 
to the season. Usually, the table is 
trimmed with a rim of corterage card- 
board finished in bright colors with 
decorative flounces, or similar touches. 

The principal value of the table dis- 
plays, is the fact that “nobody fails to 
notice them,” according to Mr. Benge. 
“At first glance the average person en- 
tering the store thinks that he is look- 
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ing at a regular table. Then, invariably 
it occurs to him there is no supporting 
post or legs beneath the table top, 
which always results in a puzzled ex- 
pression. Prominent as the post is, sup- 
porting the table, people still ask ques- 
tions as to what is holding the display 
up.” 

In this way, the two novel displays 
make the Benge store one of the easiest 
to remember in this western Colorado 
“Atomic City.” 


Freeman Personnel Changes 


Bevorr, Wis.—H. Charles Farmer, 
formerly in charge of the store plan- 


ook jo 


ning and display division of Freeman 
Shoe Corporation here, has been named 
advertising manager of the company, 
William Freeman, executive vice-presi- 
dent and treasurer, announced. Mr. 
Farmer’s successor is John Fraboni 

Earl Taylor has been promoted to 
factory manager and William C. 
Mooney, formerly superintendent of the 
Freeman plant at Dixon, Ill, has been 
named his assistant. In their new 
positions they will take over duties 
formerly under the direction of A. W. 
Cadwell, who recently resigned as Free- 
man executive vice-president. All four 
men have been with Freeman for a 
number of years. 
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in Dance Footwear 


HANDMADE 
HAND-LASTED 


Finest quality at lowest 
prices — the value stand- 
ard of the industry. 


IMMEDIATE 24-hour, In- 
Stock service always. 


Prima is the COMPLETE 
dance footwear line—one 
source for all your needs. 


Endorsed by studios, 
teachers and students 
everywhere. 


“fuk 


IN-STOCK CATALOG 


Today! 


PRIMA Footwear, Ine. 
705 Ann Street, Columbus 6, Ohio 





VE... 


you haven't experienced the 
“complete” 


satisfaction of building 
a sound, profitable business on 


@ SUPERIOR FIT... 
® NO MARK-DOWNS 


© SATISFIED 
REPEAT CUSTOMERS 


MILLER Barefoot Freedom shoes 
—you've missed something—to say 
nothing of the extra and steady profits. 


PROFIT thru PERFORMANCE with 


MILLER 


PLATTOE LAST 
3617—the HILARITY TIE 


Midway walking heel 


‘we MILLER SHOE < 


MAKERS OF FOOT DEFENDER SHOES FOR BAREFOOT FREEDOM 
Manufactured Under Direction bad ALBERT E. KLINKICHT 


Retailer Builds 50 Per Cent 
Rise in Handbag-Shoe Sales 


BouLper, CoLo.—Not only cooper- 
ating with shoe manufacturers to 
produce handbags and shoes made from 
the same leathers, but conducting an 
exhaustive program to let the customer 
know that this is done has produced a 
high ratio of handbag sales at Thorn- 
ton’s Shoes, exclusive footwear shop, 
here 

M. P. Thornton, head of the store, 
went into this field three years ago 
when a recapitulation of the previous 
years sales had shown a disappointing- 


Black suede with braid trim 
Six-eyelet tie 
Long inside counter 


SIZES IN STOCK 


AAAAA 7 to II 
AAAA 61/2 to II 
AAA 6 to II 


Oo. 4015 Cherry $t., Cincinnati 23, —- 


ly small percentage of handbag sales. 
Well aware that the swift growth of 
Boulder, with 9,000 students in Colo- 
rado University, and many new per- 
sonnel brought in for Atomic Energy 
Commission work, he felt that the per- 
centage of “accessorized” handbag 
sales could be increased by a more 
aggressive merchandising effort. 
Thus, Mr. Thornton took the 
traditional step of arranging with shoe 
manufacturers supplying the store to 
buy duplicate leathers for exactly 
matched handbags and shoes, at the 
time, building an impressive display 
fixture in the right front corner of the 


store which shows from 20 to 25 deluxe 
handbags at an average price of $15.95. 

The fixture is broken down into neat, 
individual cabinets, which show only 
two or three examples in the same 
leathers as shoe styles in the cases 
below, this individualization promising 
the handbag customer the exclusive- 
ness desired. 

Ever since the first shipment of 
matched handbags and shoe styles 
was received, Thornton Shoes has made 
a policy of explaining the process at 
great length to every possible store 
visitor. 

“This is primarily true with smartly- 
outfitted women customers, of course”, 
Mr. Thornton indicated, “every sales- 
person has instructions to point out 
the handbag department as soon as the 
customer is seated, then asking her 
whether she knew that we buy the 
leathers ourselves, sending them to 
both the handbag manufacturer, and 
the shoe manufacturer. This always 
creates curiosity, we have found, and 
usually the salesman can follow up by 
bringing an example of the handbags 
mentioned over to the customer and 
handing her the matching pair of 
shoes. 

“Whether or not we make the sale 
immediately, the fact that the custo 
mer is familiarized with the process 
is valuable. We can depend upon her 
mentioning the fact to other women. 
Then, the next time the customer begins 
thinking in terms of an_ exclusive 
perfectly accessorized outfit, the 
chances are that we will get the call.” 

Net results, after several months of 
intense concentration on the “duplicate 
leathers” theme was an increase in 
coordinated handbag-shoe sales which 
grew steadily, month by month, until 
today Thornton’s is enjoying the sale 
of three $15.95 handbags to every six 
pairs of similarly priced shoes in the 
“accessorized” category. This 50 per 
cent handbag sale record compares 
rather favorably with the one out of 
ten ratio which was standard before, 
and has been sufficient to warrant en- 
largement of the handbag department 
substantially. 


New Openings Raise Edison 
St. Louis Unit Total to Five 


Sr. Lours—Edison, Brothers Stores, 
Inc., held a formal opening for two 
of its new stores in the Northland 
Shopping Center of Jennings, Mo., on 
August 25. Located outside the St. 
Louis city limits, these new operations, 
a Burt’s and a Baker’s shoe store, are 
neighbors of the shopping center’s 
principal tenant, the May Company’s 
Famous-Barr Department Store. 

William George, Jr., former as- 
sistant manager with Edison Brothers, 
has been promoted to manager of the 
Burt’s unit, while Dick G. Viau has 
assumed managership of the Baker’s 
store. 

With the opening of these stores, 
Edison Brothers now operates five 
stores in the greater St. Louis area. 
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Los Angeles Plans All-Out 
For New-In-Shoes Campaign 


Los ANGELES—‘New In Shoes For 
Fall '55” received its first impetus 
on the West Coast August 11 at the 
Biltmore Hotel where members of the 
Los Angeles Shoe Retailer’s Associa- 
tion and leading newspapers met over 
lunch to exchange ideas on how to 
make the event more dynamic and 
hard hitting than ever before. 

Al Friedman, Innes Shoe Company, 
president, opened the meeting with 
a plea for “more showmanship, better 
promotions, a little Barnum and Bailey, 
more gimmicks.” 

Everyone agreed that this 
shoe men “really have shoes with 
which to work” for women, the Far 
East influence, vinylites, glass heels; 
for men, the Italian influence, slipons 
and low pumps; for children, shoes like 
mother’s and dad’s, pumps in suede, 
rhinestones, textured leathers, and 
slipons. 

Martha Weisler, Martha’s Advertis- 
ing Agency, called for something new 
in windows. “Have one window blocked 
off before the start of this promotion. 
Have a peekhole in it, and when they 
look through it they will see a sign 
announcing ‘Beautiful New-In-Shoes.’ 
If you have the same slogan, and break 
on the same day, the people will watch 
for and look at the shoes in your 
windows and stores.” 

Agnes McCoy, fashion director 
the Herald-Express, suggested 
ordinating fabrics and shoes in 
dows. 

All the newspapers pledged full co- 
operation to help put the New-In-Shoes 
campaign over. George Leeman, Herald 
Express, speaking for his own paper, 
expressed the thoughts of other news- 
papers present. “We plan on doing a 
little more than last year. We will 
cover it with a strong campaign of 
promotions and ads which are bound 
to stimulate your sales during the 
month of September. We will give it 
editorial coverage and art.” 


year 


of 
co- 
win- 


Bil! Gude, Gude’s, summed up what 
New-In-Shoes means to Los Angeles 
retailers. “This New-In-Shoes  pro- 
motion has become something special 
in Los Angeles. The importance here is 
really due to the leader behind it, 
Al Friedman, also the help from the 
people at the papers, and our advertis- 
ing. It is just in its infancy, and | 
think the shoe industry is desirous of 
duplicating some of the achievements 
attained in the automobile business in 
this respect.” 


Colorado Store Does Big 
Business in Canvas Shoes 
COLORADO SPRINGS, COLO.—“We missed 
the boat on pastels this spring,’”’ Marlin 
Bigham of The Boston Store at 27 
North Tejon, says. “But we’re making 
up for our miscalculation of women’s 
tastes with our canvas play shoes— 
everybody’s wearing ‘em. Our four- 
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year day-to-day records show that sales 
have doubled on the same brands of 
play shoes since the manufacturers 
added the arch. Mothers who had hesi- 
tated before now not only fit their 
youngsters in canvasses but they wear 
them themselves.” 

Mr. Bigham has recently assumed the 
managership of this shoe department 
for the Florio brothers, Ed and Ernes¢, 
who have operated here and in Greeley. 

Another change Mr. 
Florio’s retirement is shifting of 
scenes for Ernest’s to the 
Greeley store, biggest of these two op 
erations. Mr. Bigham has worked for 


wrought by 
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in magazines reaching your finest prospects 
a flair of its own to establish Allen-Edmonds as 


“the Florio boys” for a year and prio! 
to that for J. C. Penney Company, 
which he feels 
for his present job 
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New Jersey, is the other salesman here 


Pitzele Opens Chicago Store 


Pitzele, who was as 
Boot Shop for the 


CHuicaco— Nate 
sociated with Paul’ 
past 18 recently opened 
a downtown known Pitzel 
Boot Shop. The store will specialize in 
the fitting of shoes for children 
teen-agers. It carries lines of Edward: 


years, has 


store as 


and 


and Gerberich-Payne shoes 


Alladin — 
Burnt Brier Tan and 
Black Custom Calf. 


It's the unique combination 
of “fine shoe’ features that makes 
Allen-Edmonds so downright comfortable from 
your very first step... choice supple 
leathers, cut with the grain. .. all-round stitching . 
nailess construction... U-turn flexibility! Try 
‘em once-—-wear ‘em always! They're guaranteed 
comfortable! Most styles $24.95 


The Shoe of Tomorrow 


Ahlen Edavonds 


Beigium, Wisconsin 


Your deoler is listed in the yellow pages of 
your telephone book — or order direct 


with consistent advertising like this 


advertising with 
‘The Shoe of 


ESQUIRE — October 


Ever Notice How Many Leather Experts Wear Alien-Edmonds? 


} 











in stock service. 


a profitable markup. 
Leather Linings, Leather Insoles. 


EEE. Volume boosters. 





A $64,000 QUESTION! 


"HOW CAN | INCREASE MY BOYS’ AND MEN'S 
BUSINESS AND BUILD REPEAT BUSINESS?” 


HERE ARE 3 WAYS TO DO IT 


FEATURE REG-E-STURD SHOES FOR BOYS shoes thot you 
can sell with a WRITTEN GUARANTEE thot the soles will wear for 4 months. 
A powerful sales feature. Goodyear welts—sizes | to 7—widths A to E~ 


FEATURE FOOT-KING BOY RANGERS Wide selection of 


styles, sizes and widths. Goodyear welts with a low price tag and room for 


IN STOCK SERVICE. 


YOUR COST ONLY 3.50 to 4.25 NET. 


FOOT KING SHOES FOR MEN Goodyear welts, newest styles, ter- 


rific selection of widths. IN STOCK SERVICE. Sizes 6 to 12, widths B to 


YOUR COST ONLY 3.95 to 5.35 NET. 


Give your business a shock treatment. Watch it jump when you feature shoes 
at the right price, and priced right for your profits. 
All Vamp Linings Treated to Resist Decay and Fungus. 


Leading as Usuall 


FOOT-KING MEANS BUSINESS 
A. S. KREIDER & SON CO. 
PALMYRA, PA. Dept. 9 





PRICE TO YOU OWLY 4.25 NET. 


Sizes | to 7, widths A to E. 














Self-Service Shoe Section 
Picks Up After First Hurdle 


MonTGOMERY, ALA.—When the shoe 
department management of the Mont- 
gomery Fair Department Store here, 
recently converted over to a_ self- 
service type of operation an unex- 
pected difficulty cropped up. 

Women who had been accustomed to 
assistance from salespeople in locating 
the desired footwear, buying shoes of 
all types, proved prone to standing 
helplessly until a clerk stepped to their 
sides, to inform them that the complete 
changeover in footwear selling methods 
had taken place 


When this occurred several times, 
the Montgomery Fair management 
realized that it was time to “take 


steps.” Although the department had a 
complete self service appearance, in 
the form of display racks in the center 
and stock in boxes along the wal! 
plainly identified as to size, color, pat- 
tern and manufacturer, many persons 
new to the self-service development 
simply did not grasp the idea. 

Consequently, it was desided to put 
up a series of humorous signs, which 
make a game out of self-service foot- 
wear shopping and which catch at- 
tention immediately. 


A typical sign, as pictured here- 


with, points out “This department is 
self service—it’s lots of fun! Attendant 
will give you any shoe in stock or you 
may try them on yourself.” 
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Retailers cannot be too explicit, espe- 

cially when changing over to a self-ser- 

vice operation, an Alabama store dis- 

covered. Hence the bold sign over the 

stock, above, which reads, "This Depart- 
ment is Self-Service." 


These signs, and others of similar 
context, placed here and there around 
the convenient first floor women’s shoe 
department, have had the desired ef- 
fects, the store reports. Frequently, it 
has been found, women “sell them- 
selves” far more swiftly and efficiently 
than if a sales person was concerned 
and thus, the switch to self-service, 
which substantially cut operating costs 
in low to moderate priced shoes, has 
been a complete success, 





Announce Appointments 
For Vacant Kornblatt Posts 


Sr. Lovis—Appointments to fulfill 
the buying duties of the late Oscar 
Kornblatt have been announced by 
Marcus Rice, merchandise manager of 
shoes for Famous-Barr Company here. 

Named buyer of Red Cross Shoes was 
Daniel Lieberman, formerly assistant 
to William L. Michaels in the women’s 
better shoe salon. Assuming Mr. Korn- 
blatt’s other responsibilities as buyer 
of the Patio Casual Shop is William 
Bass, who also continues as buyer for 
the Sorority House shoe department. 

Mr. Kornblatt died in mid-July of a 
heart attack which seized him while 
golfing. He was 48 years old. 

Simultaneous to the revelation of Mr. 
Kornblatt’s successors was Mr. Rice’s 
announcement that Mr. Michaels’ duties 
also are being extended to include the 
buying of Foot Saver, Dr. Locke and 
Surety shoes in addition to the buying 
of all brands featured in Famous- 
Barr’s better shoe salons. 

In ali instances, these buyers are re- 
sponsible for purchasing stock not only 
for the downtown store but also for 
Famous-Barr’s three suburban units— 
Southland, Clayton and Northland, the 
latter juust opened August 19. 


Former Shoe Repairman 
Opens New Retail Store 


PRICHARD, ALA.—After 20 years of 
experience in the shoe repair business 
in Prichard, W. F. Welch opened a 
new shoe store here at 27 North Wil- 
son Avenue. 

The Standard Shoe Store, located 
in a newly constructed building, fea- 
tures windows across the front of the 
selling area, decorated with coral pink 
walls, a light ceiling and fluorescent 
lighting. The building is air-condi- 
tioned and features coffee brown tile 
floors. 

All furniture in the sales department 
is blond modern and in the rear of the 
15 by 60 foot building is a complete 
shoe repair shop and stock storage 
space. 

The store stocks the complete South- 
ern Shoe Company line and sells men’s, 
women’s and children’s shoes as well 
as accessories. Newspaper and radio 
advertising were used to announce 
the opening. 


New Lloyd & Haig Manager 


Cuicaco — Charles E. Lanchantin, 
formerly of Hanan & Son, Inc., Chi- 
cago, is now manager of the new Lloyd 
& Haig Shoe store here. The store 
which recently opened at 53 East Madi- 
son Street in the Chicago Loop area, is 
the firm’s first midwest store. It is the 
seventh store in the group in the coun- 
try, with five in New York and one in 
Philadelphia. Mr. Lanchantin has been 
chairman of the Greater Chicago Shoe 
Retailers for several years. 
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Store Has Elaborate Layout, 
Hand-Wrought Fixtures 


EMPORIA, KAN.—Emporia’s newest 
shoe store, the Royal College Shop, 505 
Commercial, held its formal opening 
last month sporting the most elaborate 
layout of solid walnut, handmade 
fixtures and millwork of any business 
establishment in the Emporia area. 

The masterful work was done on the 
site by W. W. Heckenlively who has 
an interest in Royal College stores. 
Work began last December. 

Space occupied by the Royal College 
shop was formerly a theater. The build- 
ing was completely remodeled. Basic 
remodeling includes extension of base- > 
ment facilities with a new floor, new | 
restrooms, leveling of the old theater 

installation of a lower ceiling, 
new wiring, reconditioning 
and the installation of an 
front and display windows. 

About 4,500 square feet of solid} 
wainut was used in the paneling and | 
fixtures building work by Mr. Hecken- | 
lively, a Swedish master craftsman, | 
whose home is near Kansas City. 

The seven-and-a-half foot high wall | 
paneling starts inside the entrance. | 
The solid walnut is as thick as ordinary | 
one-inch boards. The work was done | 
with a modest set of hand tools and | 
some power machine operations. The | 
walnut also extends throughout the 65- | 
foot long sales area of the store, with a | 
central divider for the women’s fitting 
salon, and the men’s department. 

North wall installations include a 
hose and accessories display section, 
with bronze fixture and glass sliding 
panels. There are a number of recessed 
walnut display ledges. A north mirror 
section 12 by 7 feet has 27 panels and 
several bronze plaques. These are in 
addition to a full length fitting mirror. 

At the rear are matching doors with 
hand-carved diagonal ridges of a 
corduroy pattern, bringing out the 
grain in the walnut. That design is 
also used in a display case back of the 
front entrance. 

The south divider wall of the 
women’s section has recessed walnut 
ledges and nine sections of mirrors. 
The dozen customers’ chairs of solid 
walnut, with arms, also were made and 
upholstered by Mr. Heckenlively. Shoe 
shelving in the men’s department is 
also made of walnut as well as wall 
paneling and built-ins. This section has 
10 bucket-type fiber glass chairs. 

Back of the men’s section and con- 
necting with the rear of the women’s 
fitting salon is the children’s depart- 
ment, 20 by 10 feet, on which furnish- 
ings are to be completed. 

The solid pattern cherry red carpet- 
ing was woven on special order. In 
the front foyer the flooring is an extra | 
heavy vinyl in black and white blocks | 
a foot square. Mr. Heckenlively also 
molded the bronze strips in the en- 
trance terrazzo floor and designed the | 
floor plaque at the sidewalk inside | 
edge. 


floor, 
of walls| 
all-new | 
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The company has three stores in 
Topeka, one in Kansas City, and one 
in St. Joseph, Mo., and another in a 
department store in Salina, Kan. The 
Emporia store, the seventh in the 
organization, headed by J. E. Johns, 
is said to be the firm’s masterpiece as 
millwork and fixtures. 

F. G. Donaldson is manager of the 
Emporia store. 
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Retailers Use Free Movie 
Tickets to Increase Sales 


AuBuRN, N. Y.— Distribution of 
tickets for free vacation movies for 
children drew much traffic and some 


additional business to shoe stores here 
this Summer. 

The Bennett & Tracy Shoe Store and 
Nolan’s Shoe Store are among 26 re- 
tailers in various lines of business who 
are cooperating in the promotion aimed 
to provide a suitable place where women 
shoppers can leave young children 
while shopping downtown Thursdays. 

The Auburn Theater screens a spe- 
cial children’s show at that time, Free 
tickets for the show are available to 
adults only at cooperating stores Mon- 
day through Thursday when business 
is‘normally quiet. Each store usually 
buys 100 tickets a week, but can obtain 
more if necessary. 














what's this younger generation coming to? 
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the store that sells 


—MOXE€ 


of course! 


You'll knock down more sales, build up bigger 
profits with Moxees, the longest line of in-stock hand 
sewns and welts in the country, campus-styled to 
make ‘em step up and try on a pair, volume-priced 


to make ‘em pitch you the money. $6.95 to $8.95 


retail. 


Write or call for catalog 


Moxees manufactured by Belgrade Shoe Co., 


is) 


Maine 


Auburn, 
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GOODYEAR 


WELTS FOR BOYS 





over 40 styles 
IN-STOCK 
for immediate 


delivery 


Sell them at a dollar more retail (in other words, $6.95 and $7.95), and yow’re still selling the best Boys’ 
Buy in America... THAT’S WHY MOST OF OUR RETAILERS ARE WORKING AT A 50% MARK- 


UP ... Compare our $5.95 shoes with other brands retailing at $6.95 to $8.95 ... And compare our 
$6.95 retailers with shoes selling at $7.95 to $11.95 ... If we’re talking VALUE (and we are), we 


Sibley to Open ‘Most 
Beautiful Shoe Department’ 

Rocuester, N. Y.—Sibley, Lindsay 
& Curr Company will have what it de- 
scribes as “the most beautiful shoe 
department in Upstate New York’ 
when it opens a new street floor wo- 
men’s shoe department near North 
Street entrances to the store. 

Sibley’s shoe departments have been 
leased to the H. Scheft Company, Bos 
ton. Neil Colvin, who has been named 
manager succeeding Chauncey H. Kiah 
who was buyer for six years, said the 
new department will offer a complete 
style range. The price range has not 
been set yet, but probably will be from 
$9.95 to $12.95, he said. 

The new section will replace the 
street floor Deb Shop which carries 
shoes from $2.99 to $10.95. It would 
be impossible to enlarge the Deb Shop 
without using space the other side of 
a main aisle, because of entrances 
at each end of the department. 

Until two years ago, the space now 
used by the Deb Shop was occupied by 
the store’s Cinderella Shoe Shop. In 
1953 Sibley’s added a new Budget 
Shoe Shop to the west of the other 
department. 

Other shoe departments at Sibley’s 
are men’s, also on the main floor; base- 
ment departments for men, women and 
children; the second floor women’s shoe 
salon, and children’s shoes on the third 
floor. 
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repeat that there is nothing in their class. . 








Singing ‘Shoe Skipper’ New 
Wrinkle on the West Coast 


Los ANGELES — Selling shoes and 
singing sound like odd partners, but 
not for Ben B. Borish who sings on his 
own 15-minute radio program and just 
incidentally advertises his own store, 
the Wilshire Shoe Salon at 6355 Wil- 
shire Boulevard, here. 





BEN 8. BORISH 


Basically, the program is not meant 
to sell shoes, but to encourage other 
handicapped people. Mr. Borish is con- 
fined to a wheel chair as a quadriplegic, 
but, paralysis of all his limbs has not 
stopped him from being a success in 
both business and the entertainment 
field. 





. Dollar for dollar, it is a value that stands alone. 


ROYAL CADET Division of CHRIS LAGANAS SHOE COMPANY, Lowell, Massachusetts 


His store, located on Wilshire Boule- 
vard in the heart of the shopping dis- 
trict for over 16 years, specializes in 
health and corrective footwear for 
men, women and children. 

Mr. Borish spends his afternoons in 
the store, but his mornings are de- 
voted to his weekly radio program and 
to visiting local hospitals, where he 
entertains patients. 

The program is entirely his own 
work, the sponsoring, producing, di- 
recting as well as the singing. Every 
Friday morning at 10 A.M. over sta- 
tion KF VD, you'll hear his rich bari- 
ton voice singing the old favorites as 
well as the new pops as long as they 
have “real melody.” And, between 
songs, Mr. Borish delivers brief talks 
on health shoes. He is known as the 
“Shoe Skipper.” 





The Lady Was a Shoe Clerk 
And Very Courteous-s-s-s 


ANDERSON, IND.—Those nylon socks 
are slippery things as Robert DeBolt, 
assistant manager of Schiff's Shoes here 
can tell you. While he was redecorating 
the men's window, both feet slipped and 
he tipped a bucket of sudsy water over 
on clerk Margaret Trueblood. Then he 
fell in it. 

The telephone kept ringing as they 
began drying themselves. “I'm sorry,” 
the dripping Mr. DeBolt heard Margaret 
answer the lady courteously, “I can't 
exchange the shoes over the phone, 
you'll just have to come down town.” 
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Demand Causes Opening 
Of Special Flatty Section 


CLEVELAND—With the demand for 
flatty shoes growing every day, Higbee 
Company, here, has opened a special 
flatty shoe department, called the 
“Debutante Shop.” The new shoe niche 
features flats and dressy pumps with 
heels up to 16/8 only, and is designed 
for the “young in years and young in 
heart.” 

A haven for the coke and be-bop 
crowd, the new shop carries all the 
top flatty brands, including “Confetti,” 
“Debs,” “Sandlers,” “Lucky Strides” 
and “Spaldings,” with a price range 
running from $7.95 to $12.95 with some 
loafer styles at $5.95. 

According to buyer William Palacio, 
the “new department was designed to 
answer a definite need for that type 
of shop in Cleveland.” From the suc- 
cessful response after only two weeks 
of operation, it would appear his ideas 
were well grounded 

The Debutante Shop is ideally situat- 
ed opposite the sportswear department, 
on the second floor. This floor also offers 


women’s coats and suits, giving the 
new shoe department the added ad- 
vantage of the large traffic such a 


floor normally attracts. 

Featuring a cozy corner design, the 
new department is decorated in color- 
ful fuschia and beige, with ingenious 
touches synonymous with teen-age 
tastes. Each of the walls is decorated 
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® Full-leather innersoles 
© Finest composition Oak outersoles 
© Analine-type leather uppers 


IN-STOCK FOR IMMEDIATE DELIVERY 











ROYAL CADET Division of CHRIS LAGANAS SHOE COMPANY, Lowell, Massachusetts 


with a modernistic clear plastic dis- 
play motif. Focal point of the motif 
is a gold-painted coke bottle, which is 
surrounded by record platters, also 
sprayed with gold paint, and used to 
display various shoes. Similar gold- 
painted records are hung about the re- 
maining wall space for additional! dis- 
play purposes. 


Placed about the display records 
are the names of the brands carried 
painted in bold fuschia. Bond wood 


chairs are upholstered in a matching 
fuschia fabric-like duran plastic. The 
selling area is triangular in shape. 

The shop has its own stock 
where in excess of 4,500 pair of shoes 
can be housed. Managing the depart 
ment is Martin Davis, assistant shoe 
buyer, with the assistance of two sales- 
men. Higbee’s previously carried their 
flats on the third floor in their regular 
women’s shoe department 


room 


Open One Year, Store’s 
Volume Causes Remodeling 


New York—For the first time in 
its experience, the A. S. Beck Shoe 
Company has been forced to remodel 
a store only one year after the original 
opening. The need for this step was 
in the Beck Shoe Store in the Cross 
County Center in Yonkers. It was a 


result of the fact that the volume of 
business in the store exceeded expecta- 
tions 


from the time it was opened 


SIZES 2'2 to G, TO RETAIL AT 


® Proven lasts of unexcelled FIT 
@ Workmanship rare at this price 
© Wrap-up styles, walk-out sales 





BOYS’ SIZES 6 to 11 
TO RETAIL AT $6.95 





all shoes 


GOODYEAR 
WELTS 


anniversary of 
1954 by 


since the first 
1955, figures exceed 


and, 
opening, 
35 per cent. 

Redesigning the store to provide for 
a more complete window display of 
high fashion women’s shoes, and at the 
same time, to increase the seating ca- 
pacity and stock facilities in the stor 
presented a very intricate problem to 
Mr. Charles Spector, Beck’s vice-presi 
dent in charge of store design and 
construction. 

He arrived at a solution in which 
the men’s department will now be 
completely separate and will have it 
own entrance adjacent to an island 
window. This will add to convenience 
and shopping comfort in the men’ 
section and will make available 
needed for expanded seating, 
stock and sales help in the rapidly 
expanding women’s division. 

“The remarkable 
shopping center store,” says Saul 
Schiff, president of A. 8. Beck, “is 
proof that our recently-announced ex 
pansion program in shopping centers 
around the country is a wise and ne 
essary move to fill the needs of a 
rapidly growing suburban population.” 


much 
space 


this 


success of 


New S & K Ad Manager 


San FRANcISCO—-Marian Wood who 
formerly acted as advertising manager 
for Robert 8. Atkins department store, 
has been named advertising manager 
for Sommer & Kaufmann. 






































RE-ORDERS are proving 
that these fabulous styles 
sell quickly. This is typical 
of the HIGHLAND juvenile 
line. Dozens of styles, choice 
of widths, IN STOCK ser- 
vice to keep your profits UP! 


Retail from 2.9%5 to 6.% 
Write for cotelog — now! 





Retall at 5.05 
2580 Ginger Glove 
2561 Charcoal 


7582 Maple 
AAA, AA 5/10; A 442/10; 
BC 4/10 


POPULAR PRICED JUVENILE SHOES 


Crepe Soles are HOT 







2585 Brown 
AA 5/9: BC 4/9 









Highland Shoe Co. 


Retail at 6.95 


2571 Charcoal Grey 
An, AA 5/10; A 42/10; 


4/10 
ons White Split, Red Rubber 
ole 
AA, A5/8; BC 4/9 


AKRON, PENNA. 












DENVER While customers never 
realize it, they are subjected to a 
smoothly-operating “traffic control 
system” as soon as they enter the big 
third-floor women’s shoe department 
of the May Company, Denver depart- 
ment store, 

Harry Butler, women’s shoe buyer, 
devised the plan to make the most 
expeditious use of floor space and to 
prevent the crowding and confusion, 
which is often associated with busy 
footwear departments. With a depart- 
ment which occupies some 80 by 50 
feet of space, in which 80 chairs are 
located, the mere size of the layout 
lends itself well to a plan whereby 
every sales person has a specific as- 
signed section. 

The 22 salesmen on duty in the May 
Company's women’s shoe department 
over most seliing hours have an aver- 
age of six fitting chairs assigned to 
them, and each, escorts his customer 
straight to his own area, as soon as 
she is assigned to him. The assign- 
ment is in the hands of the department 
assistant manager, whe stands at the 
front of the department, greeting cus- 
tomers as they enter, and calling the 
salesman whose turn is up, in succes- 
sion. 

There are many advantages to the 


86 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Use ‘Traffic Control’ System in Women’s Shoe Department 








SPORT KING 
BOWLING 
SHOES 


A top valve at popular 
prices. Littleway stitched. 
Men's: Black or Smoke, 


Sires 6-12, $3.60. 





Women's: 
Red or Smoke, 
Sizes 4-9, $3.20 


Barrert ( Conrany, lnc. 





ALPINE + BRIARHIDE-LASTICALF+GRAINS 
NEWARK, NEW JERSEY 








plan, the May Company shoe sales 
management has found. One of them, 
of course, is that customers are spread 
evenly throughout the entire depart- 
ment, with no “crowding up” in any 
one section, simply because it is more 
convenient, Salesmen and customers 
alike appreciate the degree of privacy 
which is likewise included, since there 
are no interruptions, neither party has 
to raise his voice, and the customer is 
more at ease. 

A psychological point well worth 
mentioning, according to Mr. Butler, 
is the fact that distributing customers 
in this way evenly through the de- 
partment likewise eliminates the “emp- 
tiness”’ which is likely to frighten the 
potential shoe customer away. 

“No one enjoys entering the shoe 
department if there are practicaliy no 
other customers in sight,” it was 
pointed out. “By spreading the cus- 
tomers out here and there throughout 
the entire department, it looks busier 
and women are reminded of shoe pur- 
chases which they need to make.” 

Needless to say, there is no problem 
of customers or sales people bumping 
into each other under this plan, and 
salesmen are always easy to locate, 
since each remains within the confines 
of his own six-seat section. 





Combs Holds Three-Day 
Opening of New Kansas Store 


GREAT BEND, KAN.—Combs’ Shoes 
held a three-day opening observance 
of its store here including a band con- 
cert, radio broadcast, a guessing con- 
test and gifts for everyone. Bill Combs 
is owner of the establishment 

The shoe organization has stores in 
Salina and Concordia, and is planning 
one of Mission, Kan. 

The building presents a facade of 
plate glass and native stone. A full 
carpet is on the interior. Decorated in 
pastels, the interior has natural wood 
trim, fixtures, and wall-to-wall car- 
peting. A large display area is for 
shoes and related items. 


Sell Old-Established Store 


CrestTView, FLA.—The Harris De- 
partment Store and the Harris Shoe 
Store, operated by Mr. and Mrs. H. H. 
Harris, Sr. and their son, H. H. Harris, 
Jr., has been sold to L. P. McLeod and 
William G. Reynolds. The new owners 
will operate under the firm name of 
McLeod and Reynolds, Inc. 

The Harris family has operated this 
shop for a quarter of a century, and 
the retirement of Mr. Harris, Sr., 
marks the end of 44 consecutive years 
in this business. He established the 
first separate and complete dry goods 
and shoe store in the county. 


Boot and Shoe Recorder 
























































































Show Features Collection 
Of Softly Tailored Shoes 


New York—A new collection of spec- 
tators for resort and travel wear for 
December delivery was presented to 
consumer and trade paper fashion edi- 
tors recently by Marshall, Meadows & 
Stewart. This is the second collection 
of softly tailored shoes with new kinds 
of spectator detailing by this company 
The first line was introduced last April 
for Fall deliveries. Margaret Clark 
created the styles in both collections. 

Major fashion highlights in the new 
line include: white, washable grainy 
calfskin, alone or in combination with 
black patent leather, navy calf, true 
brown calf; cream colored cork-tex- 
tured suede, with a touch of black or 
true brown; spectator tan grainy calf 


for travel shoes; spectators opened up , 


in new ways; instep strap; buckles; 
perforations; pinking; genuine built- 
up leather heels on three heights—17/8, 
14/8 and 6/8; softly tapered toes; 
fur-colored suede, new neutral acces- 
sory color. 


Association Asks Retailers 
To Plan Their Advertising 


[CONTINUED FROM PAGE 71] 


mine what percentage of the total vol- 
ume can be attributed to each month. 
Monthly advertising expenditures 
should then directly reflect the figures 
for that month. 

To illustrate variations possible de- 
pending on store location, the booklet 
noted for example that “the neighbor- 
hood shopping center will show an ab- 
normally high volume on children’s 
and growing girls’ shoes, with a vol- 
ume peak in late August and Septem- 
ber. The downtown store in a larger 
city will show a heavier than average 
volume on women’s dress shoes, peak- 
ing in April and December.” 

Finally the booklet urged retailers to 
study their local newspapers to deter- 
mine if they are well read and not to 
neglect pointing up the family theme 
in their advertising. 


Only Two Generations Run 
92-Year-Old Shoe Store 


Fort Wayne, Inp.—After 92 years 
of operation by only two generations of 
the Fortriede family, the Fortriede 
Shoe Store here is one of the oldest 
retail establishments of any kind in 
the city. 

The store was founded by Louis 
Fortriede. His four sons, who operate 
the business today, know he came to 
Fort Wayne shortly after the start of 
the Civil War and entered the shoe 
business. 

At the beginning Fortriede’s was a 
custom shop. After continuing expans- 
ion it moved, in 1870, to its present 


location at 615 South Calhoun Street. 

The Fortriede brothers, Louis, W. C.. 
E. F., and A. C., operate the business 
as a family enterprise. They incorpo 
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rated in 1923 and each is an officer in 
the firm. 

The shep no longer engages in 
custom work, specializing instead in a 
wide stock of ready-to-wear shoes. It 
does building and fitting of orthopedic 
shoes and operates what is probably 
the oldest shoe repair shop in the city 

Though redecorated from time to 
time, the shop is still steeped in the 
atmosphere of its beginnings. 


Boys’ and Girls’ Shoe Store 
Features Streamlined Design 
HAMILTON, ONT,—A 


large shoe de- 
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Take a Tip From the Ladies— 


~@ HERE'S HOW TO 
' MAKE FAST PROFITS! 


Sell Scott s 


RUBBER BRISTLE BRUSHES 
WITH EVERY PAIR OF SHOES 


partment is a feature of the newly 
opened Youngland Store for boys and 
girls at 34 King Street, West. It fea 
tures a gay color scheme and stream 
lined contemporary design. 

The shoe department is stocked with 
sizes ranging from baby’s bootees to 
teen styles. The pink and gray panels 
in the L-shaped shoe department are 
of display pegboard, 

Walls are cadet blue while the dis 
play cabinets against the walls with 
adjustable bars and shelves are pink 
and blue-gray. The floor is covered 
with wall-to-wall linoleum in pink and 
gray. Pink egg-crating is used to create 
a lower ceiling effect. 
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Scott's Exclusive Design 


HANDLE BRUSHES 


Removes all traces of dust, dirt and grime with- 
. suede, rough leather, 
The exclusive rubber bristle design 
is the result of years of experimentation, Helps 


out harm to shoes . . 
or fabric. 


to keep shoes looking new much longer. 


easily for 69¢. Order by Stock No. 307. 


$4.20 Dozen 


$48.00 Gross 


PURSE-SIZE BRUSHES 














We Prepay Postage 
on all orders of $5 
or more, or calling for 
3 dozen or more items 










Sells 










Just the right size to slip into a 
ladies’ purse ... a neat 3 inches 
long. All rubber; cleans fast and 
efficiently; lasts indefinitely, Re 
tails for 35¢. Order by Stock 
No. 313. 


$2.50 Dozen $28.50 Gross 


Attractive Display Carton Furnished With 3 Doz. Orders! 









Sell Scott's... You'll 
Sell Comfort 


Ulla 


SCOTT 


FOOT APPLIANCE CO. 


1701 WEBSTER 5T 


Write For Our 
Complete Catalog 
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© OMAHA, NEBR 
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BRATTLEBORO 
VERMONT 


Sizes 4-10 Width: S$, M, W* 
#664 Brown Elk #665 Red Elk 
#666 Black Elk 
*Add "W" to style number and 10¢ 

to price for Jumbo Width. 


Only $ 235 


YESTERDAY - TODAY - TOMORROW 
GREEN MOUNTAIN CASUALS 
RING UP SALES 


It’s easy to see why these good-looking loafer-type 
Casuals ring up sales day in and day out! The rich an- 


~~" 


tiqued finish... the long-wearing non-marking sole... 
e fine workmanship...all add up to an outstand- 
ing value ata very saleable price tag! Order today! 


IN STOCK for immediate delivery! 


Shoes to Be Featured 
In Siegel Firm’s New Store 

DetTroit—Shoes will play an impor- 
tant role in the third retail store unit 
of the B. Siegel Company, Detroit 
women’s specialty firm, plans for which 
were recently announced by C. A. 
Kramer, president, and Bernard F. 
Walker, executive vice-president of the 
organization, This year marks the 
75th anniversary of the firm, and the 
new store, to be located on the corner 
of West Maple Avenue and Bates Street 
in the midtown shopping center of 
Birmingham, is regarded as a fitting 
event in the jubilee celebration sched- 
uled for later in the year. 

The striking front and windowless 
walls of beautiful cocoa brick called for 
in the architect’s design for the new 
store emphasizes the trend of today 
towards windowless department stores. 

Equally fascinating will be the store 
interior. While an elaborate salon will 
be featured on the upper level for de- 
signers merchandise, full recognition 
is being given to the trend towards the 
merchandising policy of customer “self- 
in departments where suit- 
B. Siege] Company explains that 
this differs sharply from self-service 
and that specialists are available for 
personalized service. 

Serving this policy, designers were 
engaged to give this store for women 
special-purpose fixtures, specially 
lighted and arranged to show custom 
ers full lines of stock classifications 

Holding to the principle of window 
less walls, B, Siegel Company employed 
entire facades of glass for display win- 
dows only. This eliminated to a great 
extent the disadvantage of sun glare 
and merchandising fading. To counter 
a small amount of sun glare on the 
Bates Street show window, recessed 
awnings will be provided and used dur- 
ing the afternoon hours. 

Towards the center core of the build- 
ing from the main floor level, is an en- 
hancing travertine marble stair with 
aluminum covered members and alumi- 
num handrail. This stair stands out as 
a major design feature in the interior 
of the store. 

A cantilevered canopy covered with 


selection” 
able. 


the Martin Street en- 
trance offers a pleasing and delicate 
feature to this secondary entrance, 
which offers easy access to either the 
upper or lower first floor level. Here 
ample use of glass, travertine marble 
floor and treads, face brick and light- 
ing, make this entrance an _ unob- 
structed invitation to enter the store. 

Fireproofed and stee] columns and 
beams support the roof and floor. The 
steel frame has been designed so as to 
reduce the number of columns re- 
quired to a minimum, thereby offering 
more wide open sales areas. It is felt 
that the location of the stairs gives the 
desired accessibility from each floor 
and entrance level, and add greatly to 
the feeling of spaciousness to the floors 
on each level. 

Freight is handled at the southeast 
corner of the building by providing 
adequate covered space for trucks 
Dock facilities and freight elevator 
allow for swift movement of merchan- 
dise to storage space in the lower level. 

Year-round air-conditioning is pro- 
vided by means of a zone-controlled 
system which will provide for a maxi- 
mum of control and efficiency in each 
individua] level and which will assure 
positive comfort for shoppers at all 
cimes. 

Recognition is being given to the de- 
sirability of having ample parking fa- 
cilities available, and the B. Siegel 
Company will cooperate with the city 
government in furthering its parking 
program. 


porcelain over 


Department Store Chain’s 
New Footwear Warehouse 


HAstTINGs, Nes.—Storage space for 
men’s, women’s and children’s foot- 
wear will be more than doubled in a 
new warehouse to be built this year 
by J. M. McDonald Company, depart- 
ment store chain which operates 93 
stores in the Midwest, it was revealed 
by President J. M. McDonald, Jr. 
Floyd Nelson is head footwear buyer. 

The new warehouse will be located 
on West Second Street in Hastings on 
a plot 456 by 919 feet. 

It will contain 60,000 square feet of 


floor space of which 12,000 will be for 
executive offices, and 48,000 for the 
warehouse. This compares with the 
company’s present 25,000 square feet 
total for offices and warehouse in four 
locations in Hastings. 

Exterior will be brick and_ the 
property will be landscaped to give the 
plant an attractive appearance. Off- 
street parking will be provided fo 
employees and guests 


Gro-Cord Rubber Boosts 
Prices on Entire Line 


LIMA, O. The Gro-Cord Rubber 
Company, one of the industry’s largest 
suppliers of soles and heels, announced 
general price increases on its entire 
line, including soles and heels pro- 
duced by the Alfred Hale Rubber Com- 
pany Division of Gro-Cord. 

A spokesman said the _ increases 
would amount to from five to seven per 
cent, with higher adjustments on spe- 
cial styles where higher manufactur- 
ing costs are involved. He attributed 
the price boosts to a general increase 
in all material and labor costs. The 
new prices are now in effect. 


Surpass Leather Company 


Names New York Agent 


PHILADELPHIA—-Dan Hickey, of the 
Surpass Leather Company announced 
the appointment of Red Seal Leather 
Company, 27 Frankford Street, New 
York City, as representatives in the 
New York metropolitan area. They 
will handle the full Surpass line of 
Glazed, Suede Kid and Genuine Kan- 
garoo. 


Visits Mexican Last Makers 


York—A. J. O'Dell, of the 
O’Dell and Eddy Company, Chaffee, 
N. Y., was the guest of J. Antonio 
Rodriguez, Mexico City manufacturer 
of lasts and heels under the trade name, 
“E] Arbol,” the RecorDER was informed 
in a letter from Mr. Rodriguez. 

Mr. O’Dell and his wife made the 
trip to Mexico City to visit principal 
last manufacturers there. 


NEw 
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ALWAYS YOUR BEST SELLERS! 
HAND-SEWN BANGOR CASUALS 
BRING IN PROFITS! 


Order today! 
IN STOCK for immediate delivery! 


This True-Moccasin Saddle Loafer has the sales-appeal 
that shows up in extra profits! It features a hand-sewn 
vamp and kicker, as well as the many fine details 
that spell “quality” to you and your customers! 










Only $ 365 


#6234 Antiqued Brown Elk 
M, 4-10; S& W, 5-10 
#6212 Black Elk 


S 5-9; M, 4-9 


#6257 Red Elk 


S, 5-9; M, 4-9 


Financial News 





Penney’s First Half Earnings 
Increase 8.48 Per Cent 


New York—J. C. Penney Company’s 
net earnings for the first half of this 
year, reflecting a record mark, in 
creased to $17,980,771 from the $16,- 





157,136 earned in the corresponding 
period last year. 
After providing $18,600,000 for 


taxes, the earnings are equal to $2.18 
a share on the 8,231,952 common shares 
outstanding. Last year the net equalled 
$1.96 a share. 

The department store chain’s report 
listed sales of $492,756,217, an increase 
of $38,519,073 or 8.48 per cent from the 
$454,237,144 earned in the first half of 
1954, 

Stores in operation June 30 totaled 
1650 against 1641 a year ago. During 
the first half of this year the company 
opened 12 new stores and closed six 
small stores. Eight of the new stores 
were in suburban shopping centers 


Goodyear Tire & Rubber 
Hits Peak Fiscal Sales Level 


AKRON, O.—The Goodyear Tire & 
Rubber Company reported the highest 
sales and earnings for any six-month 
period in the company’s history. 

P. W. Litchfield, chairman of the 
board, announced that sales for the 
half-year reached a record total of 
$679,672,925, an increase of more than 
$128,000,000, or 23 per cent, as com- 
pared with the $551,346,412 reported 
for the first half of 1954. 

Net income also rose to an all-time 
high of $27,268,497, or $2.98 per share 
on 9,155,992 shares of common stock 
outstanding June 30. This compares 
with $24,622,670 for the corresponding 
period of 1954, equivalent to $2.54 per 
share based on the same number of 


shares, adjusted for a two-for-one split 
and after deducting dividends paid on 
preferred stock then outstanding but 
subsequently redeemed. 
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Goodyear’s financial statement showed 
working capital of $413,095,838 on 
June 30, and Mr. Litchfield pointed out 
that this will be increased by approxi 
mately $44,800,000 from proceeds of an 
offering of common stock completed 
last week. As a result, 913,531 addi 
tional shares of common are 
being issued. 

Income of Goodyear’s foreign 
sidiaries during the half-year amounted 
to $8,662,500. Dividends received from 
these subsidiaries amounted to $1,862, 
150, and the remaining earnings were 
invested in their plants and equipment, 
or added to their working capital. The 
reserve for foreign investments stood 
at $16,548,169 on June 30, against $18,- 
906,169 a year ago. 


stock 


sub 


The company’s ratio of current assets 
to current liabilities at mid-year was 
5.3 to 1, compared with 4.7 to 1 the 
year before. 


Estimated Goodrich Earnings 
Are Equal to $2.52 a Share 


Akron, O,—Earnings rose to an esti 
mated $22,291,357 for the B. F. 
rich Company for the first half of 1955 
This amount is equal to $2.52 a common 
share on the 8,834,402 common share 
outstanding at the end of the period 

For the same period last year the 
company’s net was $18,232,853 or $2.16 
a share on the 8,427,514 common shares 
adjusted to the two-for-one split effec 
tive January 1, 1955. 

The report noted that net sales and 
income this year include revenue from 
the new B. F. Goodrich sponge pred- 
ucts division acquired in August last 
year. Net sales increased to $372,355,- 
101 from $304,935,288. 

Taxes for the first half of the year 
were $24,484,000 against $19,662,000 in 
1954. 

Net working capital on June 30 was 
#230,996,934. Inventories increased to 
$135,040,863 from $123,290,852 a year 
ago. 
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AIR-TRED SHOES CORP. 


AUBURN, MAINE 
WRITE FOR IN-STOCK CATALOG 
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reports 
of $6,072,575 for 
an increase 
1954 
ended July 
to $48,229,114 as compared with $43- 


859,952 for the same period last year. 
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Compounding 


you 


lwimover 


RICHMOND 


COMPANY 


Over the years, Crompton Factoring has consistently 
tripled — sometimes quadrupled — the turnover of 
many clients who had hitherto financed themselves. 


Thus, they are able to handle extra business they once 
were forced to reject, and engage in necessary pro- 
duction expansion, as well as discount and anticipate 


all payables. 


All because Crompton cashes receivables with top 
speed — and without recourse. The saving in receiv- 
able bookkeeping, credit risk, and collection chores 
just about pays for the factoring. 


The Human Factor 





4074 ehvenue of the Americas New York 18, NY. 


About Shoe People 


Al Bornstein, vice-president of the 
West Coast Shoe Travelers Associates, 


is home recuperating from a recent op-. 


eration in the Valley Community Hos- 
pital. He is expected back at his job 
shortly. 
+ 7 + 

" A charter to operate a shoe store has 
been issued to The Glass Slipper, Flor- 
ence, 8. C, Authorized capital stock is 
$5,000, M. M. Glass is president. 


+ ” a2 


George Payne, manager of Kenney’s 
Shoe Store, Belmont Hills, Ga., is the 
newly-elected president of the Belmont 
Hills Shopping Center Merchants 
Association. 

a * + 

Joseph Bryman, who was in the shoe 
business for several years in Detroit 
and who lately had the shoe concession 
in the Globe Department Store in Los 
Angeles, has just purchased the two 
Green’s children’s shoe stores from Abe 
Greenberg. Mr. Greenberg operated 
these two stores for the past 30 years. 
They are located at 542 South Broad- 
way and at 5507 Wilshire Boulevard in 
Los Angeles. 

- * * 

William M. Slade, owner of Slade’s 

Specialty Shoe Shop in Portland, Me., 
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has opened a new store in the Mill 
Creek Shopping Center, South Port- 
land. This is the third store operated 
by Mr. Slade. 


+ * * 


A retail shoe store has been opened 
on Route 1 in Wells, Me., by Aristide 
Roussin, Name of the store is the Wells 
Shoe Outlet. 


” + * 


Sidney Gerber, has reopened the re- 
tail shoe store formerly owned and op- 
erated by Arthur Marden at 92 Central 
Street, Lowell, Mass. The store will be 
operated by Mr. Gerber under the name 
of Arthur’s. 


a a * 


Nate Siskind, who has been operat- 
ing a wholesale and retail shoe busi- 
ness at 72 Legion Parkway, Brockton, 
Mass., has moved to a larger store at 
18 Center Street, same city. 


* + * 


Maury Davidson, who for the past 
five years, has been manager of Gallen- 
kamp’s Shoe Store at Tenth and Wash- 
ington Streets in Oakland, Calif., has 
been made manager of their newest and 
largest store at 13820 Washington 
Street, Oakland. Duane Foster wil! as- 
sist Mr. Davidson. 





Harry Stowe, a well-known shoe re- 
tailer for many years in Southern Cali- 
fornia, has opened a second unit carry- 
ing better cancellation shoes in the Pico 
Robertson district. This unit is under 
the management of William Dolgen. 
Mr. Stowe is contemplating four more 
units in the near future. 

” ” cd 

Sam Zarkin, manager of the Seattle 
unit of Block’s Shoe Stores, Inc., 
has been named district supervisor of 
stores at Port Angeles, Bremerton, 
Bellingham, Mount Vernon, Everett, 
Wenatchee, Yakima, Richland, Pasco 
and Northgate. 

Block’s Shoe Store, 946 Williamette 
Street, Eugene, Ore., held its grand 
opening recently. According to Max H. 
Block, president, the Eugene, unit 
brings to 35 the total number of Block’s 
Shoe Stores in the four western states 
of Washington, Oregon, Idaho and 
iontana. 

The new store features a modern 
treatment of French gray Carrara 
glass with Herculite doors. The inter- 
ior is finished in birch and mahogany 
wood with green carpeting. 

Elliot Hutchison, district manager of 
Block’s western division, was in Eugene 
to supervise the installation of the new 
store. Brooks E. Ackerman is manager 
of the new unit. 

- oa + 

Barri’s Shoes of Lincoln Road, Miami 

Beach, Fla., will open another store in 
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the exclusive Fontainbleau Hotel this 
coming November, it was announced by 
Joseph Orchow, owner. 

» * a 

Alfred Gerd made a five weeks visit 
with his wife to London, Paris and 
Florence, Italy to contact prominent 
shoe manufacturers and suppliers for 
ideas in Continentai styling. Mr. Gerd 
is associated with the Allure Company, 
designers and manufacturers of quality 
woman’s casuals. 

* + + 

Philip C. Fleischer, head of Fleischer’s 
Family Shoe Store in Canton, O., is cel- 
ebrating his thirty-fifth year in the 
shoe business. 

- * *” 

Max R. Grossman, who previously 
managed several departments for the 
Senack Shoe Company, was appointed 
buyer for the budget ready-to-wear de- 
partments at Goldstein-Chapman’s in 
Omaha. He joined the firm three years 
ago. * * + 


Sam Castagna is the new manager of 
the Thom McAn Shoe Store at the 
Frandor Center, Lansing, Mich. He 
came from Muskegon. Gene Tousey, 
formerly in charge of the Frandor Cen- 
ter shop, was transferred to Muskegon. 

eS" @ 

The Norwalk Shoe Store, 2260 Third 
Avenue, New York City, is a new ven- 
ture jointly owned by Sol and Sam 
Dubinsky, formerly employed by the 
Triangle Shoe Company, Inc. 

* a * 

Greiner’s Shoes, 191 South High 
Street, Columbus, O., now in its hun- 
dred-and-third year, was recently reor- 
ganized. Officers are R.M. Greiner, 
president; Helen D. Greiner, secretary; 
Jan E. Sutton, vice-president, and 
Kathryn A. Weihrich, assistant secre- 
tary. 





* ” * 








Jack Parker, who for many years 
was connected with Elkin’s Shoe Stores 
as buyer and district manager, has pur- 
chased the Avon Shoe Store, Milford, 
Mass. Mr. Parker is joined in the busi- 
ness by his son, Joseph, recently re- 
turned from Korea. 
. - + 

Alfred DiMilla purchased the interest 
of his former partner, Vincent Di- 
Franco, in the Cancellation Shoe Store, 
Marlboro, Mass. The business is located 
at a new address, 227 Main Street. 

om a ” 

Clyde 8. Hinshaw has been named 
manager of the new Rollnick’s Family 
Shoe Store at 203 West 17 Street, 
Cheyenne, Wyo., succeeding Bill Mee- 
han, who has been transferred to Den- 
ver. Mr. Hinshaw came to Cheyenne 
from Rock Springs, Wyo., where he 
managed the Rollnick’s store for the 
past year-and-a-half. 


- > a 
Le Bonn, Inc., doing business as 
Freeman Shoes of Hollywood, and 
owned by Sam A. Bonn and Irving Le- 
boff, celebrated its second anniversary. 


September |, 1955 





Manager of Barnett’s Pasadena store 
will be Frank Biondi, according to an 
announcement made by vice-president 
and general manager, Burt M. McKay. 
The same policies, prices and selections 
will be in effect at the new store as 
at Barnett’s other stores in Glendale, 
Inglewood, Huntington Park, and Long 
Beach. 


Pacific Northwest Travelers 
List Committee Appointments 

SEATTLE—Dick Duvall, president of 
the Pacific Northwest Shoe Travelers, 
has appointed E. F. Murphy of the 
Wohl Shoe Company chairman of the 
publicity committee for the Pacific 
Northwest Shoe Fair which will be held 
November 6, 7 and 8 at the Olympic 
and the New Washington Hotel. 

He also appointed Earl McDonough 
co-chairman in charge of Size-Up, a 


house organ of the organization. Dick 
Bitzer of Portland, Oregon, of the 
Tweedie Footwear Corporation, was 
designated chairman of the room as- 


signment committee. Harold Falken- 
stein of Bellevue, Washington, Pacific 
Northwest Representative of Red Cross 
Shoes and Cobbies, and Harold Pearson 
of Seattle, representative of the Natur- 
alizer Division of the Brown Shoe Com 
pany, will assist him. 

Ken Norman of Seattle, representa- 
‘tive of the Great Northern Division of 
‘International Shoe Company, was ap- 













pointed chairman of the entertainment 
committee. A meeting will be held Sep 
tember 9 at the New Washington Hotel 
to assign rooms for the show and make 
final arrangements for the program. 


Novel ‘Survey’ Promotion 
Gives Lift to Casual Sales 


BiILox!, Miss.-—Asking local residents 
to state their views of various types of 
casual footwear and then publishing the 
results of this “survey” in a window 
sign has helped Gryder Shoe Box sell 
a volume of Summer footwear. 

In each case the person 
viewed a complete selection of sandals, 
beach shoes, scuffs, etc., intended for the 
Summer market which was set up in a 
display at the rear of the store. Then a 
variety of persons including high school 
girls, college-age girls, and young ma 
trons were encouraged to point out the 
styles and colors pleasing them most. 

Resulting information was used to 
create window cards, displayed with 
the ovtstanding styles from the first 
of May through the Summer months 

Each pair of casuals which had re 
ceived an impressive number of vote 
was placed under signs which read 
“Biloxians chose these,” with an arrow 
pointing towards the style. A half dozen 
cards and an equal number of casual 
shoe styles tied the display more closely 
with the community, according to R. C., 
Gryder of the management. 
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OVER 60 STYLES IN-STOCK... 
Each and every one of the more than 60 fast-selling num 
bers in the JUDY 'N' JERRY line of Infants’ and Children’s 


shoes are factory-stocked for speedy SIZE-INS 
save time, money, inventory! 


1 OR 1,000 PAIRS DELIVERY... 


Immediate shipment of any quantity 
thousand pairs! 


NO EXTRA COST... 
. even for a SIZE-IN of a single pair! 


ojudy'n’ erry 
INFANTS’ AND CHILDREN’S SHOES 
TO RETAIL FROM SSG ro S3QQQSB 


udjyn erry 





For free catalog or salesman’s call, 
write to: 


You pay no more . 


SHERMAN BROS. SHOE MFG. CO. 
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whether one or one 


230 JACKSON ST., LOWELL, MASS 
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I'm Wi lly 
the 


Ware House Mouse, 









Aghast at the fast 
in-stock service. 









My, my—how those 
comfortable 


WOLVERINE 
dress shoes 








are selling! 






The traffic is terrific! 







\WOLVERINE / 
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Men's shoes for dress and casual wear 


$8.95 — $12.95 






Dealers, address inquiries to: 
MEN'S DRESS SHOE DIVISION, 
WOLVERINE SHOE AND TANNING CORP. 
ROCKFORD, MICHIGAN 
















Frank A. Seiberling 


_AKRON, O.—Frank A. Seiberling, a 
pioneer of the rubber industry, died 


| in Akron General Hospital at the age 


of 95. He had been ill since his retire- 
ment as chairman of the Seiberling 
Rubber Company five years ago. 
Rubber soles and heels go back to 
the earliest days of Goodyear, which 
Mr. Seiberling founded in 1898. Good- 


| year did an outstanding job in World 
| War II when rubber supplanted the 
| hobnailed boots of earlier wars. 


Rubber heel manufacture started in 


| the United States in 1898, the year of 


Goodyear’s birth. The then small com- 
pany got into the field in 1901 with 
heels and in 1905 with soles, chiefly on 
a jobber and special-brand basis. 
Progress was slow in the first years 
because the public had always worn 


| leather heels. In 1914 P. W. Litchfield, 
| now chairman of Goodyear, said the 
| company “should either get in or get 


out.” 


The famous Wingtfoot heel came into 
being that same year. A vigorous sales 


| and advertising campaign was started 
| and the business began to grow rapidly. 


| and began 


People tried rubber heels, liked them 
wearing them when their 
leather ones wore out. 

Shoe manufacturers decided to make 
up part of their shoes with rubber 
heels, but difficulties arose because of 
the hand labor involved. 

Eventually a method was developed 
by which a single nailing operation 


| could be used. That started a boom and 





| ents, 


Goodyear built up to a production of 
500,000 pairs of heels a day. 

Goodyear’s foreign market continued 
to grow and heel manufacture abroad 
began in Argentina in 1931, in England 
in 1932, in Brazil in 1939, Sweden in 
1940 and later plants were started in 
Australia, Mexico, Cuba, Peru and 
Colombia. 

The company earlier had found a 
new location at Windsor, Vt., closer 
to the New England shoe industry. In 
1945 sole and heel production was 
added to the company’s Gadsden, Ala- 
bama, plant to take some of the pres- 
sure off the Windsor factory. 

Mr. Seiberling was born on a farm 
at Western Star, O., less than five 
miles from the Seiberling Rubber Co. 
factories, on October 6, 1859. His par- 
John Frederick and Catherine 
Miller Seiberling, had figured in local 
history since before the Civil War. 

His father, a successful inventor, 
manufacturer of agricultural ma- 
chinery and pioneer Akron business- 
man, held some 40 patents on farm 
implements by 1896. 


Frank A. Seiberling studied at 


Heidelberg College two years and then 





began his industrial career as a time- 
keeper with his father’s farm ma- 
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chinery company, which was building 
mowers and reapers. 

The Panic of 1893 brought collapse 
of the J. F. Seiberling Company along 
with many other businesses. Frank A. 
Seiberling stayed with the firm until 
its creditors were paid off in 1898. 
Then, at the age of 39, and with a 
wife and three children, he was out of a 
job. 

He borrowed $3,500 for a down pay- 
ment on the idle buildings and property 
of the old Akron Strawboard Co., 
where he founded the Goodyear Tire 
& Rubber Company. 

Under his guidance the new venture, 
named for Dr. Charles Goodyear, in- 
ventor of vulcanizing, emerged 18 
years later as the world’s largest tire 
manufacturer. 

The company’s sales soared to more 
than $200,000,000 in 1920, the year 
before Mr. Seiberling lost control in a 
financial panic which found Goodyear 
with huge inventories and _ rapidly 
dropping prices. 

Once more Mr. Seiberling—then al- 
most 62—was out of business, this 
time with obligations of $6,500,000. 
How, seven years later, he was able 
to pay off his creditors in cash with 
interest, remains a saga of the financial 
world today. 

Mr. Seiberling possessed a tremen- 
dously fruitful inventive turn of mind. 
He developed the tire building machine, 
the present type of cord tire, the pneu- 
matic truck tire, the straight side tire, 
detachable rim, internal hot water and 
vapor curing methods and other tire 
construction features. 

Surviving Mr. Seiberling are his 
son, J. Penfield Seiberling, who suc- 
ceeded his father as president of Seiber- 
ling Rubber Company and who has 
been chairman of that company since 
the elder Mr. Seiberling’s retirement; 
three other sons, Willard P., company 
secretary; J. Fred, retired company 
sales executive, and Dr. Frank A. Jr., 
professor of fine and applied arts at 
Ohio State University in Columbus; 
two daughters, Mrs. Irene Harrison of 
Akron and Mrs. Virginia Handy of 
New York City; four sisters, Mrs. L. 
F. Firey of Washington, Mrs. E. A. 
Pflueger, Mrs. W. S. Chase and Mrs. 
H. B. Manton, all of Akron. 


Melvin J. Kempner, Sr. 


LittLe Rock, ArKk.—Melvin John 
Kempner, Sr., vice-president of Kemp- 
ner’s Shoe Store here the past 35 years, 
died at a Little Rock Hospital. 

Mr. Kempner started as a stockboy 
at Kempner’s when he was 17 and 
worked up to salesman, assistant mer- 
chandise manager and then vice-presi- 
dent. 

Survivors include a son, two 
brothers, a sister and two grandsons. 
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[yor im 
First fully insulated boot 
customers their choice of 


6, 8 or 10 inch tops, at 
Nationally advertised, 


«ROYAL 
WORCESTER 2@ 


o 
sat? 


INSULATED 
LEATHER 


SPORT BOOTS 


made of leather! Offer your 
moccasin or plain toe styles, 
low prices for real volume. 


ORDER FROM YOUR JOBBER NOW 


illustrated 
Catalog on 
request. 








IN STOCK 
in white, with tassels 
of any school color 
or combination 





WORCESTER . 


74 HAMMOND STREET 
WORCESTER @ MASS. 








SHOE COMPANY 


Arthur D. Schwartz 


New York — Arthur D. Schwartz, 
an executive with the Ansonia Shoe 
Company, died of a heart attack at his 


home, 1865 University Avenue, the 
Bronx. He was 50. 
Mr. Schwartz was the inventor of 


the Janies inside platform for women’s 
shoes. He sold the platform, which he 
manufactured, to many shoe com- 
panies, 

Surviving are his widow, Rose; a 
son, Jay; three daughters, Mrs. Joanne 
Meister, Myra and Selma Schwartz; 
a brother, Bernard; two sisters, Mrs. 
Ruth Fauer and Mrs. Mary Friedelson, 
and a grandchild. 


John H. Delgoff 


MILWAUKEE—John H. Delgoff, 39, 
who had spent 21 years in shoe retail- 
ing in Milwaukee, died of a _ heart 
attack July 19 at his home here. At 
the time of his death he was a partner 
in two shoe stores here, one with his 


brother, Arnold, who manages Del’s 
Shoe Store, 314 West Wells Street in 
downtown Milwaukee, and the other 


with Henry Heim in Heim’s Shoe Store, 
3510 West Villard Avenue. 

After graduating from North Di- 
vision High School here in 1934, Mr. 
Delgoff started his retailing career 
with the Nunn-Bush downtown shoe 
store on West Wisconsin Avenue. He 
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in Canada:'Sisman-Bushmaster Shoe" 





was with this store until September, 
1947, when he and his brother bought 
the present Del’s Shoe Shop. He be 
came a partner with Mr. Heim 
years ago. 

In the past 10 years he had become 
known as an expert shoe window dis 
play man and had won two national 
window trimming awards in contests 
sponsored by the General Shoe Corpor 
ation. He had often attributed three 
quarters of his sales volume to his 
window displays. 

He served in 


two 


the Pacific theater in 
World War II with the Army Ord- 
nance, and was a member of Gross 
Yaksh VFW Post. He also was a mem 
ber of the Moose Lodge and Holy Re 
deemer Church 


Keith E. Pickrell 

READING, Pa.—Keith FE. Pickrell, 
who traveled for the Gerberich-Payne 
Shoe Company, Mount Joy, died recent 
ly at his home in Nyomissing, Pa. He 
was 50. 

Mr. Pickrell was a past president of 
the Middle Atlantic Shoe Travele: 
Association and belonged to the Na 
tional Shoe Retailers Association. 

He is survived by his widow, Mrs. 
Ethel D. Pickrell; a daughter, Mrs. 
Guenther Doerfert, of Skokie, Ill., and 
a brother, Dr. Kenneth Pickrell of Dur- 
ham, N. C, 

















STYLE 7611 Ladies’ 
Sizes 3'%% thru 10 
‘A’ & CC" widths 

Priced at $4.15 


STYLE 6611 Misses’ 
Sizes 12’ thru 3 
“B’ & ''D" widths 

Priced at $3.60 


CHILDREN’S 
8’ thru 
width 

Priced at $3.00 


INFANTS’ Sizes 4 
thru 8—''D' width 
Priced at $2.40 





Sizes 
12—''D"’ 
















Made by folks who know fine bootmaking 


ACME BOOT COMPANY 


Clarksville, Tennessee 





Morris Delman 


New YorK—Morris Delman, presi 
dent of Trevi Footwear, Inc., died at 
Polyclinic Hospital. He was 53 

Mr. Delman formed Trevi Footwear 
last May in partnership with Franl 


Lipare. He was formerly vice-president 
of Delman Shoes, Inc., a shoe manufac 
turing concern in which he was asso 
ciated with his brother, Herman De! 
man, for 21 years. 

After he left this organization 
1952, he worked as an independent shoe 
manufacturing consultant. He served 
as vice-president of the Shoe Manu 
facturers Board of Trade in 1945 
1946, 

He is survived by his widow, M1 
Ruth Delman; a daughter, 
two brothers, Herman Delman of New 
York and Max Delman of Portland 
Ore., and a sister, Mrs. Rose Lask 
San F rancisco. 


and 


Suzanne; 


James K. Stribling 


Str. Lovuis—Funeral services were 
held here August 4 for James K 
Stribling, 7%, retired advertising mana 
ger of the Peters Shoe Compan 
division of International Shoe Com 
pany. Mr. Stribling, who died of a 
cerebral hemorrhage, held the Peters 
post for 20 years prior to his retire 


1932 and had been associated 
1909 


ment in 
with the firm since 
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“SMOOTHIE” 
584-22 Brown Smooth 















584-32 Red Smooth 
584-52 Ivory Smooth 
584-62 Maple Tan Smooth 
584-82 Grey Smooth 


For free Fall and Winter catalog or salesman’s call, write: 


“Daigtiner 









STYLE 


Early orders and re-or- 
ders show this to be far 
and away the favorite for 
Fall among style-conscious 
gals. Stock up on this 
‘runner’ number now. 


‘SCHOOL 


HARD COUNTER STEP-IN 
2 FOR SCHOOL GIRLS 


Genuine 
GOODYEAR 
WELT 


$ 





NURON SOLES 


AAA 5% to 10 
AA 5 to 10 
A 4% to 10 
B 3% to 10 
C 3% to 10 


SHOE COMPANY, INC. 





| 


Less S% 30 Days | 


450 Harrison Avenue, Boston 18, Mass. 





What 


’s New 





Hinged Wood Sports Shoe 

Has Real Continental Flair 
New Hoistein, Wis. — Flexiclogs, 

Inc., reports high-volume sales of its 


new wood sole sports shoe in resort 
capitals of the South 


The 


exquisitely fashioned shoe is 
Continental in styling and is hinged 
at the natural foot flexing point to 


impart unusual comfort to this casual 
shoe on high heels. 





European influence is apparent in this 
wood sole sports shoe, distinguished by 
neolite soles and blonde maple and a 
natural flex point for unesual comfort. 


94 


The sole is neolite on gleaming 
blonde maple. Straps are available in 
many colors. 

The makers feel acceptance of the 
shoe is largely due to the European 
influence on play shoes and the “secret” 
of hingeing the sale at the natural 
flexing point of the foot 

Says the manufacturer, “Flexiclogs 
possesses a Continental flair, yet 
American ingenuity has made the 
popular European clog as comfortable 
as a soft sole shoe.” 


Coward Shoe Chain Opens 
Bronx Store, Its Eighth Unit 


New York—The Coward Shoe opened 
its first Bronx store at 2440 Grand 
Concourse August 18. Cutting the rib- 
bon at the opening were Irving Brown, 
vice-president and general manager 
of the Coward Shoe chain, and Frank 
Sicoli, manager of the shop. 

The new Bronx store, the eighth unit 
in the Coward chain, completely air 
conditioned, will carry a complete line 
of shoes for the entire family as has 
been Coward policy for 89 years. 

The one floor store has a 36 foot 
frontage on the Grand Concourse and 
extends 144 feet deep, and has selling 
space of 2500 square feet. 











New O. A. Miller Displayer 
Features Both Shoes, Trees 


PLymoutH, N. H.—A new O. A. 
Miller displayer to feature shoes along 
with trees is designed for either 
counter or window use. Made of 
Philippine mahogany the displayer has 


SHOE TREES 
hang the ite 
Ponape 6 ape Hence 






















The new Miller displeyer, above, de- 

signed to feature both shoes and trees, 

is one of the new promotion aids re- 
cently made available to retailers. 


been treated with a neutral finish to 
bring out the lustre of trees and shoes 
and blends with any store or window 
decor. It is one of several new Miller 
promotion aids being made available 
to retailers. 


Official 1956 Shoe Leather 
Colors for Retailers Ready 


New YorK—The Tanners’ Council 
has produced color cards swatched with 
the official shoe leather colors for 
Spring and Summer, 1956. The cards, 
including men’s, women’s and children’s 
colors, were prepared primarily for 
use by shoe retailers at the suggestion 
of the Joint Color Committees in which 
the National Shoe Retailers Association 
participates. 

The announcement was made by L. 
E. Langston, executive vice-president 
of NSRA. 

“Ivywood,” a promotional color for 
men’s shoes, selected by the Joint 
Committee as ideal for the transition 
from the dark charcoal shades, has 
been picked up by Worsted-Tex. 

Mr. Langston said the clothing firm 
will have this to say about “Ivywood”’ 
in a forthcoming Hsquire advertise- 
ment: “Worsted-Tex is proud to intro- 
duce “Ivywood,” a new leather color, 
especially created by the Leather 
Industries of America, to go with all 
Worsted-Tex authentic Ivy League 
clothing. It can be observed in the shoes 
on the figures on this page.” 

Mr. Langston said the color cards 
for retailers are available at $1 per 
card from the Tanners’ Council of 
America, Inc., 411 Fifth Avenue, New 
York 16, N. Y. 
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NEWS OF THE 


Salesimen axw Supplers 


At Last, the Shoe Industry’s in the Movies 














Peggy Castle, one of the principals in the film, "Miracle in the Rain,” holds one of 

the shoes supplied to make up a line for scenes in the picture by the Solnit Shoe 

Company from its line of Yorktowns, Candy Kids, Hollywood Screen Stars, Cam- 

bridge Tred-Lites and others. The action of the story takes place in the showroom 
of a shoe manufacturing concern. 


shoes 


film 


” 


HoOLLYwoop—There are more 
than feet in Warner Brothers’ 
production of “Miracle in the Rain. 

This virtually unprecedented situa- 
tion doesn’t necessarily mean that the 
actors are over-shod; but it’s a matter 
of story background, in this case the 
New York general offices of a shoe 
manufacturing company, where the 
product is abundantly displayed among 
the stenographers and salesmen. 

Here is employed, among others, 
Jane Wyman, who enacts a _ lovelorn 
secretary who isn’t lovelorn any more 


after she meets Van Johnson. Also 
among those present alongside the 
shoes is Peggy Castle, a _ delicious 


blonde who has an eye for the boss, and 
vice versa. 

For story purposes the organization 
is identified by author Ben Hecht as 
the Excelsior Shoe Manufacturing 
Company, with offices on thirty-second 
street. Although director Rudy Maté 
took the company to New York City 
for exterior scenes, the offices of the 
shoe concern were designed by Leo 
Kuter, art director, on the sound stages 
at Warners’ Burbank studio. 
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That’s where all the shoes come in. 
And also the Solnit Shoe Company of 
Los Angeles, which generously loaned 
the studio something like 50 pieces of 
merchandise for display in the film set. 

The arrangements were made by 
Robey Cooper, Warner property mas- 
ter, who made sure that the borrowed 
kickers would be swipe-proof by seeing 
that there was only one shoe for each 
pair. And nobody, he rightly calculated, 
was about to walk off with a single 
shoe, 


Shoe Company Scholarships 
Awarded to Graduates 


RANDOLPH, MAss. The Randolph 
Manufacturing Company, makers of 
Joe Lapchick basketball shoes sold by 
G. R. Kinney Company chain, recently 
awarded Joe Lapchick college scholar- 
ships to two members of this year’s 
graduating class at the Randolph High 
School. The scholarships, awarded by 
Joseph Cohen, president of the 
pany, were created to honor Joseph 
Lapchick, coach of the professional 
basketball team, the New York 
Knickerbockers 


com 


Ohio Leather, Union, Ratify 

Wage Increase Package 

A New wage 
agreement the Ohio Leather 


Company and Local 29, Leather 
Workers Union, recently ratified, was 


YOUNGSTOWN, O. 
between 


said to be “the finest in the leather 
industry at this time,” according to 
Phil Parr, union regional directo 


The agreement provides for a nine 
package consist 
increase of 


and-a-quarter-cent 
ing of a general 
three cents per hour, and a $25 cash 
settlement. The company also volun 
turily absorbed the increased cost of 
hospitalization during the last year, 
amounting to a half-cent an hour ad 
ditional in the package. Union 
officials said the new pact exceeds the 
industry pattern by than three 
cents per hour. 


wage 


boost 
more 


Among Ohio Leather’s chief competi 
tors in the industry, the best previous 
settlement was reported to be six cents 
an hour, The present wage agreement 
places Ohio Leather in the higher 
vage bracket in the calfskin industry 
with a straight-time rate of $1.84 per 
hour; seven paid holidays; three 
weeks’ vacation; complete family 
health and hospitalization plan paid by 
the company, and a $2,000 cash retire 
ment settlement. 


Goodyear Calls Price Boost 
On Airfoam Slab Products 


AKRON, O.—Price increases ranging 
from 5 to 10 per cent on Airfoam have 
been announced by The Goodyear Tire 
& Rubber Company, Inc, 

A spokesman for Goodyear’s Aji: 
foam division said that prices on al! 
Airfoam slab products, including the 
shoe cushioning material, Airfoot, have 
been increased five per cent. 

The foam rubber price increases, the 
spokesman were made 
by highly natural 
latex plus recent 
the price of synthetic latex, and othe 
material 

The August prices of natural latex 
the principal raw material in Airfoam 


said, 
increased 


necessary 
rubber 
costs increases in 


costs. 


represent almost a 100 per cent increas¢ 
over the past 16 months, 
recently, a 36 per cent 
last three months 

He pointed out that 
latex, growing in importance as a raw 


and 


increase in 


more 
the 


also asyntnetic 


material for foam rubber, has in 
creased approximately 14 per cent in 
price during the last three month 


he) 














Cobbler’s Dad Says $32,000 is ‘Enough’ 


















































































Gine Prato, right, Italian-born New York shoemaker, shakes hands with Hai 

March, master of ceremonies of the CBS-TV quiz show, "64,000 Question,” after 

the latter presented him with a check for $32,000. The music-loving cobbler 

declined to answer another question in a bid for the full prize, acting on the advice 
of his aged father in Italy. 


New Yor«K Gino Prato, Bronx 
shoemaker who ran his love of opera 
into a fortune of $32,000 on Revlon’s 
"$64,000 Question” TV show, paused 
to take stock and thus kept millions 
in the audience walking the tight-rope 
of indecision with him. 

It was to be $64,000 or nothing 
nothing in this case being a $4,000 
convertible—or he could elect to keep 
the $32,000 and retire from the arena. 

While he was making up his mind, 
Mr. Prato flew to Boston as America’s 
Cobbler Number 1, to embark on a 
new part-time career as a goodwill 
ambassador for the American Biltrite 
Rubber Company of Chelsea, Mass., 
manufacturer of rubber heels and 
soles, 

Mr. Prato was met at Logan Airport 
by city officials, fellow shoemakers and 
Boston admirers and made a grandilo- 
quent tour of Boston en route to the 
Chelsea plant. 

According to Murray J. Bernstein, 
president of American Biltrite, Mr. 
Prato was employed because he truly 
symbolizes the shoemaker-cobbler 


trades in this country. As roving 
ambassador his duties will take him 
throughout the United States, very 


little of which he has seen since he 
ianded on American shores 33 years 
ago, 

Mr. Prato will work two weeks out 
of each month for American Biltrite, 
also making visits to the trade in 
metropolitan New York from time to 
time. He will make occasional trips 
with executives of the company to 
conventions and meetings of the trade 
and industry. 
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The contract was signed in the 
presence of Morris N. Borkan, sales 
manager of American Biltrite, and 
Jerome M. Schlakman, advertising 
director. It carries an annual salary 
of $10,000. The contract is for one 
year with renewal option. However, 
if Mr. Prato develops some second 
thoughts about the arrangement, he 
is free to terminate the contract at 
any time and the company will remain 
liable for his first year’s pay. 


Congratulations Received 


Since the announcement of the Amer- 
ican Biltrite-Prato tie-in, the company 
has been receiving congratulatory mes- 
sages from every branch of the shoe 
industry. Gov. Allan Shivers of Texas 
wired a request to American Biltrite 
that Mr. Prato include the Lone Star 
State in his itinerary. Mr. Schlakman 
said that Mr. Prato may be at the com- 
pany’s booth during the National Shoe 
Fair in Chicago. 

Murray Bernstein, American Bilt 
rite president, revealed that when he 
had remarked during the recent Boston 
meeting that the tie-up with Mr. Prato 
would serve as a fine public relations 
device for the industry, the cobble: 
replied, in characteristic honesty and 
simplicity, “That’s fine, but my ser- 
vices will be a waste if I can’t help 
your company sell more heels and soles.” 

The atmosphere in the audience and 
on the TV sound stage when Mr. Prato 
came to face the cameras for the last 
time was one of charged tension that 
any stray emotional spark might set 
into pandemonium. 

Following the request of Hal March, 
the show’s master of ceremonies, for 






a “nail-biter,” a show term that means 
drawing out a suspenseful situation, 
the cameras panned over the audience. 

And then it was all over. Mr. Prato 
decided to keep the $32,000. He said 
he had acted on the advice of his 92- 
year-old father, whom he hasn’t seen 
in 33 years. 

The venerable parent still resides in 
Statale, a small town near Genoa, 
Italy. “I always listen to my daddy; .” 
said Mr. Prato, who revealed that he 
had written to his father asking for 
advice. Back came the cablegram, 
“Stop wherever you are. It’s enough 
this way.” The aged Mr. Prato had 
used the Genoese term for enough, 
“BASTA!” 


To Continue Shoe Shop 


Gino Prato plans to continue at his 
trade in his shop at 315 West Fifty- 
seventh Street in Manhattan, but will 
begin to use his $32,000—$21,000 after 
taxes—for a trip to Italy. He will 
use free trip tickets, provided him by 
a travel agency during an earlier 
phase of the show. 

However, the company has no need 
to buy him shoes. Mr. Prato makes his 
own. He wears a size 64% EE. Mr Prato 
said he hoped to purchase a small vine- 
yard for his father. 

His daughter, Lorraine, employed 
as a secretary in New York City, takes 
voice lessons and has a soprano voice 
with a coloratura range. She hopes to 
become an opera singer. 

Mr. Prato reached the 
plateau on the TV program by cor- 
rectly answering a four-part question 
that had to do with the opera, “Aida” 
and conductor Arturo Toscanini, whose 
career was launched when he conducted 
the opera in Italy. 

Another of Mr. Prato’s pleasant sur- 
prises was a recent visit to his shop by 
Toscanini’s daughter. 

Mr. Prato became 
opera at the age of six when his 
father unveiled this musical delight 
to him for the first time in Genoa. 
Since then the opera has been his 
primary interest. 


$32,000 


interested in 


Worcester Shoe Aims Ads 
At Sport Magazine Readers 


WoRcCESTER, MAsSsS.—A national con- 
sumer advertising campaign in several 
major sporting magazines has been 
announced for this Fall by Worcester 
Shoe Company, manufacturers of 
“Royal Worcester” insulated leather 
sport boots. 

The campaign breaks in September 
with display advertising in Field & 
Stream, Outdoor Life, Sports Afield, 
Sports Afield Hunting Annual, Ameri- 
can Rod & Gun and in Argosy. All 
advertising emhasizes the theme that 
“Royal Worcester” insulated leather 
hoots “keen feet warm even in sub- 
zero weather!” 

A free mat service is being offered 
to retail dealers. 
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CURT McMURRAY 






FREDERICKSBURG, VA.—Virginia Shoe 
Company made changes in two sales 
territories in August according to an 
announcement by Bill Garvin, general 
sales manager. 

Curt McMurray, after four years in 
upstate New York, moves to the 
Atlanta division. He will cover North 
Carolina, South Carolina, Tennessee 
and Georgia. 

Jack Chase joins Virginia to take 
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FACTORIES 
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JACK CHASE 


over the Syracuse division which in 
cludes New York State outside of New 
York City and Long Island, and the 
Wilkes-Barre and Scranton markets of 
Pennsylvania. 

Mr. Chase has traveled this territory 
for many years with juvenile lines. 
Recently he has been with Ephrata 
Shoe Company. Previously he repre 
sented Little Yankees. He thus has an 
extensive knowledge of children’s shoes. 


Tobin-Hamilton Completes 
Move to Larger Factory 


Tobin-Hamilton 
Company recently completed transfer 


Sr. Louis Shoe 


ing equipment from its St. Louis fac 


tory to its newly completed larger 
factory at Mansfield, Mo., approxi 
mately 200 miles southwest of here 
While ceasing production and ware 
house operations in St. Louis, the firm 
will continue to maintain its sales 
office at the old address, 2632 Palm 
Street. 


According to Eli Feldman, president, 
the Mansfield factory is a one-story 
cement, block structure containing 38,- 
000 square feet. It was built by the 
Mansfield Industrial Development Cor- 
poration and leased by Tobin-Hamilton 
for 13 years, with option to renew. 

Capacity production at the Mansfield 
factory is expected to reach 5,400 
pairs daily within a year, according 
to Mr. Feldman. The labor force 
might therefore reach 250 persons. At 
the St. Louis factory 130 persons were 
employed and capacity production was 
2,500 pairs daily. 

The firm manufactures infants’ and 
children’s soft-sole slippers and casuals 
Superintendent of the new plant is 
Dave Rose, who directed St. Leuis 
operations for the past two years 
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Hussco Shoes President Interviewed on TV 


Quentin Reynolds and William Manowitz, president of Huskies, examine new Huskies 
box in a scene from a television interview from the “Operations Success" program. 


New York—The story behind the 
growth of the Huskies shoe brand in 
the popular price shoe field was told 
for the first time on television August 
20 when William Manowitz, founder 
and president of Huskies, was inter- 
viewed by Quentin Reynolds on his 
“Operation Success” program. 

Each week “Operation Success” se- 
lects an outstanding company from 
business or industry and invites the 
principal to appear before television 
cameras in an informal interview for 
behind-the-scenes highlights on the com- 
pany’s ideas and development. 

Back in the early 30’s young William 
Manowitz started in business for him- 
self with an idea and a_ bankbook. 
The idea was to bring big city shoe 
styling and variety to every small 
town in America. The first bankbook, 


one of Mr. Manowitz’ prize possessions, 
showed a starting capital of $350. 

This year Huskies shoes will account 
for more than $10,000,000 in retail 
business. More than 12,000  inde- 
pendent and department stores 
througkout the nation carry the Hus- 
kies shoe brand. 

In discussing the company’s growth 
over the past 15 years, Mr. Manowitz 
credited two basic factors: Huskies 
unique merchandising network of 19 
warehouse distributors throughout the 
nation, and its faith in the ability of 
the independent shoe retailer. He said 
every one of Huskies’ 12,000 stores is 
able to draw on immediate warehouse 
service, both in merchandise and local 
promotions, from a Huskies distributor 
in the vicinity. 





Homer Baker Wins Trophy 
At St, Louis Tournament 


Str. Lovis—One hundred and fifty 
busy 210 members put aside all 
thoughts of markdowns, inventory and 
other industry problems to gather at 
Norwood Hills Country Club August 
16 for the first annual golf tournament 
and outing of the St. Louis Chapter of 
210 Associates. 

A full day of golf events, corkball 
and horseshoe tournaments was cli- 
maxed by a dinner and a six-act floor 
show. Trophies and prizes were 
awarded at the banquet for best scores 
as well as the worst. 

Recipient of the Low Gross trophy, 
a large silver Paul Revere bow! donated 
as a permanent trophy to the 210 out- 
ing by Cooney-Weiss, was Homer Baker 
of Wohl Shoe Company. Presented a 
medium-size sterling silver Paul Revere 
bowl, an individual trophy donated by 
Boot & Suoe Recorper, was Sam Dem- 
off of Edison Brothers Stores, winner 
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in the low net category. Mr. Baker 
now holds a leg on the Cooney-Weiss 
trophy—three legs would give him per- 
manent possession. As a_ personal 
award he received a miniature replica 
of the large bowl. 

Other winners in the golf matches-in- 
clude: Low Gross, tied for second place 
after Mr. Baker, Ralph Tucker of 
Wavershoe Trimming Company and 
Ben Hageman of Graham Paper Com- 
pany; third place, Bert Fleeman of 
Weiss & Neuman Shoe Company, and 
fourth place, Houghton Vaughn, Gen- 
eral Shoe Corporation. 

Placing behind Mr. Demoff in the low 
net category were, in order, Frank 
Fernandez of Hamilton Shoe Company, 
G,. C. Sullivan of Samuels Shoe Com- 
pany, E. H. Klick, Tobin-Hamilton 
Shoe Company, and Hank Hawkins, 
Wescott Sales Company. 

Erv Manske of Manske Leather 
Company won the blind bogey contest 
while Harry Hall of International Shoe 
captured the hole-in-one. The highest 


score on the first nole was made by 
Ed Dollard of Compo Shoe Machinery 
Company while Dan Rosenberg of 
Bristol] Rubber Company held the high- 
est score on the fourteenth hole. The 
highest total was made by Gene Fren- 
zel, regional co-chairman of 210 Asso- 
ciates who is with Berland Shoe Com- 
pany. Tying for the honor of having 
made the lowest score on the 8th hole 
were Jack Schultz of Wohl Shoe Com- 
pany and Henry Faust of Johansen 
Shoe Company. 

In the horseshoes competition, Lester 
Feldman of Vangard Chemical Com- 
pany, chairman of the day’s outing, won 
the singles championship. The doubles 
competition was won by Jim Jones of 
Midland Shoe Company and his part- 
ner Ely Feldman of Tobin-Hamilton. 
The winning corkball team included 
Don Kessler of Vangard Chemical 
Company, Harry Margulis of Adair 
Shoe Company and Bud Fischer of 
Mendle Printing Company. 


American Fixture Division 
Names West Coast Aide 


Sr. Louts—Korrect-Way Division of 
American Fixture, Inc., has announced 
the appointment of J. Fred Stotler as 
its West Coast representative. Mr. 
Stotler has an extensive background 
in store planning and merchandising, 
including 17 years’ experience in chain 
operations encompassing man- 

positions with Montgomery 
Ward, Sears Roebuck & Company 
Spiegel’s and Butler Brothers Cali- 
fornia stores. 
fornia stores. He is a 
Corps of Engineers, U. 


store 
agerial 


veteran of the 
S. Army. 


What’s Wrong 
With Shoe Selling? 
[CONTINUED FROM PAGE 70] 


’ 


that you know your merchandise.’ 

So now it is time to discuss the dif- 
ferent types of construction. This I 
must let you do for yourself, for you 
and only you know how you feel about 
stitched down versus welt construction, 
rigid shanks, flexible shanks, left and 
right counters, inflair lasts, outflair 
lasts, lined shoes versus unlined shoes, 
etc., far into the night. But please be 
fair. Each type of construction has its 
own merits, so, particularly if you han- 
die more than one type of construc- 
tion, you could use this as a closing 
paragraph. 

“There have always been two schools 
of thought. The manufacturers of good 
stitch down shoes will argue with you 
that the advantages of good stitch 
down far outweigh the advantages of 
welt construction, while the factory 
that makes only welt shoes will main- 
thin that theirs is the best. Each is 
entitled to his own opinion. And 
frankly, if they don’t each feel that 
they are making the best shoes, they 
should get out of the business. Which 
is the better shoe depends on the foot to 
be fitted and the needs of that foot.” 

(To be continued) 
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HUSSCO SHOE c0., 1328 Broadway, New York 1 


Hardin to Travel Southern 
Territory for Desco Shoe 


New York—A. W. Hardin has been 
appointed sales representative’ in 
Arkansas and Mississippi for the Desco 
Shoe Corporation and its affiliate Rex 
Shoe Company, Inc., according to Jerry 
Kramer, sales manager. 

Mr. Hardin, who lives at 321 Broad 
Street, Jackson, Miss., has sold shoes in 
this territory for many years and has 


A. W. HARDIN 


a wide acquaintance among shoe and 
department store men. He is an experi- 
enced shoe merchandiser. 

The lines Mr. Hardin will carry 
are Revelations by Desco, Thrillmates 
by Rex, Darlin’s, Quo Vadis, Avanti 
and Booties. 

Mr. Hardin, a traveler for more than 
32 years, was formerly associated with 
Dunham Brothers Company of Brattle- 
boro, Vt., and also with the Mishawaka 
Rubber and Woolen Manufacturing 
Company. 


Association E de Shoe Man 


New YorkK-—Cleve A. Wilson, man- 
ager of W. J. Robinson, Inc., and presi- 
dent of the Greater New York Shoe 
Pattern Manufacturers’ Association, 
was elected president of the 102nd 
Infantry Division Association. 
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Coutaniaal Seve Diilinnie 
Has Merchandising Scheme 


Sr. Lours—Everett M. Mason, as 
sistant to the general manager of the 
C. M. Stendal Company, a large retai! 
shoe store of Minneapolis, Minn., has 
purchased the Conformal Shoe Store 
in Minneapolis, according to L. H. 
Dennis, sales manager of Conformal 
Shoe Company, division of Inte: 
national Shoe Company. The Minnea 
polis store has been operated by the 
Conformal division for the past 10 
years. 

Mr. Mason, who has spent 16 years 
in the retail shoe field, including six 
with the Stendal Company, formerly 
was manager of Schuler’s Shoe Store, 
1005 West Broadway, Minneapolis. He 
has specialized in the merchandising 
of orthopedic types of footwear. 

Mason’s Conformal Shoe Store, as 
the new unit will be called, will fea 
ture in-the-home fitting and selling 
of corrective footwear, Mr. Mason 
said. Under this plan, he explained, a 
customer may purchase a pair of shoes 
to meet his exact requirements without 
leaving home. 


Keith’s West Coast Man 
Retires from Shoe Business 


Los ANGELES—After 40 years of sel! 
ing shoes across the country, Herbert 
H. Casanave, George E. Keith Com 
pany, has retired, effective Septembe: 
1. 

From that date he will begin a new 
business venture with the Fred Astaire 
Dance Studios as general manager of 
the New York branch and Eastern 
director of the firm at 487 Park Avenue 
in New York City. 

He was West Coast representative 
for George E. Keith for nine years. 
Prior to that he was with the Freeman 
Shoe Corporation in Chicago for nine 
years, the Stetson Shoe Company, the 
Allen Edmonds Shoe Corporation, the 
Florsheim Shoe Company for 20 year 
and a long list of other firms. 


Factories: Honesdale, Pa. In Canada: Canada West Shoe Co., Winnipeg 


Merchants Service Division 
Names Camden Ad Manager 


St. Louis 
vision of Int 


Merchants Service Di 
‘rnational Shoe Company 
has named Donald R. Camden advertis 
ing manager, according to W. N. May, 
director of the division. Mr. Camden, 


DONALD R. CAMDEN 


who previously was advertising mana 
ger for International’s Conformal! Shoe 
Division, Brennan, who 
resigned 

The division 
independent 


succeeds C, J, 


serves more than 1000 


shoe stores 
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A. C, Lawrence Leather 
Holds General Sales Meeting 


PEABODY, MASS A. C. 
Leather Company held a 
ference at its genera! offices here, re 
cently. 

The program covered all depart- 
ments and was attended by the entire 
sales groups from New York, Glovers- 
ville, Elizabethtown, St. Louis, Milwau- 
Columbus, Nashville, and New 
New leathers were shown 
and colors for Spring, 1956, after 
which group meetings were held in 
each division of the company. 

An outing followed by a clambake 
was held in Topsfield, Mass., at the 
home of W. C. Abbott. 


Lawrence 
sales con- 


kee, 
England. 
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Taravella Representative 
Of U. 8. Shoe Corporation 


CINCINNATI—Dick Taravella has been 
appointed to the sale organization of 
the United States Shoe Corporation 
according to an announcement by 
Charles H. Butler, vice-president and 
sales manager. Mr. Taravella is well- 
known in the shoe industry having had 





DICK TARAVELLA 


hoth retail and traveling experience. 
Most recently, he has traveled for Cali- 
fornia Cobblers in the Southeast 

In his new capacity he will sell and 
merchandise Red Cross Shoes and 
Cobbies in Mississippi, Louisiana, 
Arkansas and a few counties in eastern 
Texas. He assumes his new duties im 
mediately replacing Jack Kessler, who 
has gone into business for himself. 


Boots and Moccasins Shown 
At Southwest Market Week 


ALBUQUERQUE, N. M.—The footwear 
items display of Native Products Com- 
pany, Santa Fe, N. M., emphasized 
the flavor of the Southwest which 
permeated the New Mexico Fashion 
and Crafts Market show held during 
the Albuquerque Market Week. 

Moccasins and their boot adaptation, 
called the “little boot,” were featured 
by Mr. and Mrs. A. L. Hamilton, Jr. 
owners and managers of the Native 
Products Company. 

The boot comes above the ankle and 
is fringed from the top to the toe and 
caught with a silver button. Sueded 
cowhide boots were shown in turquoise, 
black, copper, beige, lemon and red, 
while the smooth leather numbers were 
in grey, rich brown and cream color. 


Handbags and belts to match the 
moccasins and “little boots” were 
available. Moccasins for children’s 
wear and the “Papoose Paddy” for 


infants were shown also. The latter 
were of imported lambskin and com- 
pletely handmade. 

Over 2,000 buyers attended the 
Albuquerque Market Week and found 
their way to the New Mexico Fashion 
and Crafts show. 








Hollywood Skooters Move, 
Introduce New Slipper Line 


Los ANGELES—Art Meyerson, sales 
manager for Hollywood Skooters, is 
entrenched in the company’s new head- 
quarters at the Alexandria Hotel here, 
Room 859. 

Oscar Kilim, the Southern California 
representative for the firm, is also 
making his headquarters here. 

The move took place July 1 after the 
old offices in the Haas Building proved 
too small for the new Skooter line. The 
new room at Alexandria offers more 
display space, as well as modern decor. 

Along with new offices, Skooters has 
introduced a brand new line of slip- 
pers. Already on display are boudoir 
and evening slippers trimmed in white 
ermine, and mink-trimmed and lined 
slippers are on the way in all 21 natu- 
ral mink colors to complement mink 
stoles and coats. 

Soft glove leathers are also basic to 
Skooter shoes this year. 

Another “new” for Hollywood 
Skooters is an extensive national ad 
vertising campaign on the “Queen fo: 
a Day” radio and TV program, carried 
over 650 Mutual stations Mondays and 
Fridays. 


Former Pacifie Mills Man 
Now Management Consultant 
New YorK—David L. Jones, sales 
manager of Pacific Mills Shoe Fabrics 
Department, joined the firm of Mc 
Kinsey and Company and assumes his 





duties as management consultant on 
DAVID L. JONES 
September 1, the latter company an- 


nounced. 

Mr. Jones came to New York in 1950 
after four years’ association with a 
textile mill in Lawrence, Mass. He is 
a graduate of Washington and Lee 
University and a resident of Bronx- 
ville, N. Y. 

He had been with Pacific Mills since 
1952 and traveled extensively in every 
state with all Pacific Mills representa- 
tives. 

Mr. Jones’ duties at McKinsey and 
Company will embrace a variety of in- 
dustries. 
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“AMERICA’S FINEST 
FIRST-STEP SHOES’’ 
© HIGH WALL VAMP 
FREE TOE ACTION 


COMBINATION LAST— 
SNUG FIT HEEL 


ONE-PIECE QUARTER— 
SEAMLESS INSIDE 


FLEXIBLE MOULDED BACK 


WASHABLE ELK— 
INCLUDING RED 


HORSE BUTT OUTSOLE 
@ SOFT LEATHER INSOLE 
© AIR-BUBBLE CUSHION HEEL 


A COMBINATION OF FEATURES 
FOUND IN NO OTHER SHOE! 


HALF SIZES 2 TO 8 
RETAIL 450 


WIDTHS B, C, 0, E 
YOUR COST 2.70 
IMMEDIATE DELIVERY FROM STOCK 


Gy MFG. CO., INC. 


ERIN, TENNESSEE 
Dept. B 91555 


Appoint Superintendent 
Of Draper’s Knitting Division 
CANTON, Mass.—Walter S. Draper, 
Jr., vice-president of Draper Brothers 
Company, here, has announced the ap- 
pointment of Ray M. Fingar as superin- 
tendent of Draper’s Knitting Division. 
Mr. Fingar, former president of the 
Fonda Glove Lining Company, of 
Fonda, N. Y., will concentrate. on 
expanding Draper’s lines not only in 
the rubber footwear field but also in 
the glove and slipper industries. 
This knitted fabric line is distributed 
by Vilon, Inc., in Amsterdam, N. Y., 
former selling agents for the Fonda 
Glove Lining Company. 
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Rudberg Elected President 
By Shoe Pattern Producers 


Boston—Clayton S. Rudberg, who 
has been active in the shoe industry 
since 1921, was elected president of the 
National Shoe Pattern Manufacturer’s 
Association at the annual meeting held 
in New York recently. 

Announcement of his 


election was 


CLAYTON S. RUDBERG 


made by Richard 8. Guild of The Guild 
Associates, here, who will continue as 
executive director of the association. 
Mr. Rudberg owns and operates the 
C. 8. Rudberg Company, Inc., of Bos 
ton, which he organized in 1935. 

Other officers named at the same 
meeting are vice-president, Cleve A. 
Wilson, of the Walter J. Robinson Com- 
pany, Brooklyn; and secretary-trea- 
surer, Leroy J. Herron, Quality Pat- 
tern Company, Boston. 

Directors are Joseph W. McGee, 
McGee-Kenyon, Inc., New York; Lester 
A. Schild, Cross Pattern Company, Inc., 
Rochester, N. Y.; Norbert H. Gal 
lagher, McCarthy & Gallagher, Haver- 
hill, Mass.; and Norman I. Blanchard, 
F. FE. Blanchard Company, Columbus, 
QO. 


Lawrence Process Building 
New Plant at North Andover 
LAWRENCE, Mass The Lawrence 
Process Company, manufacturers 
several types of welting, polyethlen 
shoe counters and heel 


of 


bases, among 


other products, is buiiding a new plant | 


in North Andover, Mass., which will 
double the company’s present capacity, 
increase floor space from 30,000 to an 
eventual 150,000 square feet and double 
the number of employes. 

The new building will house an 
engineering department, an_ in-plant 
tool and die-making unit, and a mod- 
ern experimental] laboratory in addition 
to production space. 

The Shoe Patents Corporation re 
cently licensed the Lawrence Process 
Company to make by the extrusion 


method all plastic welts as they may | 


apply to shoes or to shoe parts. The 


present plant of the company is at 360 | 


Merrimack Street, this city. 


Where 


TO 
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BOYS' SHOES 
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© Fast IN-STOCK service on sizes 
1-7, A, B, C, 0 & E widths 


®@ Genuine GOODYEAR WELT construc- 
tion— $5.95 to $7.95 retail 


® All shoes manufactured in our 
own modern plant 


WRITE FOR CATALOG 
The Wm. Brooks Shoe Co. 
NELSONVILLE, OHIO 


“Op 
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JOBS 
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FOR OVER 40 YEARS 


Headquarters For 


CANCELLATION 
STORES 


All Price Ranges Quality Brands 
Lowest Prices Largest Stocks 


Our Store Planning Division is ready 
to assist you in opening another store 


Wiis ‘Feulunne 
MOSINGER-COHN 


+ 3, Me 











New Coquette Distributors 
Appoints Unger President 


New York— The appointment of 
Bennett Unger as president of Coquette 





BENNETT UNGER 


Distributors Corporation, 673 Fifth 
Avenue, was announced. 

For the past eight years Mr. Unger 
has been director of all store operations 
for the Ansonia Shoe Store chain. 

Coquette Distributors Corporation 
manufactures and distributes a new 
line of ladies’ shoes, exclusively little 
heels and flats, called “Coquettes,” with 
the slogan, “Shoes For The Young At 
Heart.” 


Fashion Group Anniversary 
Marked by Fine Arts Exhibit 


New York — The Fashion Group, 
with a large membership of women in 
all fields of fashion, will mark its 
twenty-fifth anniversary celebration 
with a fine arts exhibition October 27 
at the Wildenstein Galleries here. 

The exhibition is oper to men and 
women professionally engaged in the 
production and promotion of fashion 
merchandise, home furnishing and 
other fields influenced by fashion. It 
will consist of oils and watercolors. 

Each exhibitor may submit two 
paintings in each category. An entry 
fee of $10 will be charged for each 
submission. Entry cards are available 
until September 15, the arrangements 
committee reported. 

A champagne party will be held 
opening night and notables in the 
theater, art and fashion world are ex- 
pected to attend. 

Entry blanks may be obtained by 
writing to the Fashion Group Head- 
quarters, 9 Rockefeller Plaza. 





Credit Group Elects Dodson 


New YorK—James H. Dodson, 
comptroller of the Dr. Posner Shoe 
Company, manufacturers of children’s 
shoes, has been elected chairman of 
the Footwear Manufacturers Credit 
Group, affiliated with the New York 
Credit and Financial Management 
Association. 
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General Names Bracewell 
Dominion Division Manager 


NASHVILLE, TENN.— Houghton D. 
Vaughn, vice-president of General Shoe 
Corporation in charge of its Dominion 
Branch, has appointed John Bracewell 
as Dominion Division Manager at- 
tached to its New York City office. Mr. 
Bracewell, most recently a district sales 
manager for General Shoe’s Fortunet 
Division, will be associated with Lyle 
Hammond in New York. 

Associated with General Shoe since 
1940, Mr. Bracewell has been active in 
many facets of the business—manufac- 
turing, purchasing, correspondence, 


specifications, promotion and_ sales. 

Following his graduation from Tech 
High School in Atlanta, he joined the 
Nashville company at its Lawrence- 
ville, Ga., plant where he became buyer 
of all its raw material with the excep- 
tion of upper and sole leather for Gen- 
eral’s three southeastern plants. 

In May, 1941, Mr. Bracewell entered 
the Air Force and served until 1945 
as a weather observer in the United 
States, Africa, India and China. In 
1945 he entered Emory University in 
Atlanta and graduated in 1948 with an 
A.B. degree in law. He rejoined Gen- 
eral Shoe in 1946, working afternoons 
in its Atlanta office of Dominion. 





YOUR ADDRESS RECENTLY? 


of address. 


Do it now! 


100 East 42nd Street 





Attention 
| Recorder Readers!!! 


ARE YOU GOING TO MOVE OR HAVE YOU CHANGED 


Don't miss any of the copies of the BOOT AND SHOE RECORDER 
due you on your subscription! You have paid to receive 24 copies a 
year and we want you to get all of them! When you fail to receive 
the RECORDER at your new address, it is because we do not have 
it or else you did not give us enough advance notice of your change 


To avoid any chance of this happening to you, please take the 
following steps once you definitely know you are going to move: 


|. PLEASE NOTIFY US AS FAR IN ADVANCE AS POSSIBLE. 


(Processing of stencil changes takes from three to four weeks.) 


2. AS SOON AS YOU DEFINITELY KNOW YOUR NEW AD- 
DRESS, GO TO YOUR LOCAL POST OFFICE AND FILL OUT FORM 
22-B (change of address card.) 


3. PLEASE BE CERTAIN THAT YOU INCLUDE YOUR OLD AD- 
DRESS (if possible, please write it exactly as it appeors on your 
| Recorder wrapper) AS WELL AS YOUR NEW. 

4. PLEASE BE SURE TO INCLUDE YOUR POSTAL ZONE 
NUMBER. (This helps to facilitate prompt delivery.) 


Please Address All Correspondence to: Circulation Department 


BOOT AND SHOE RECORDER 


New York 17, N. Y. 








Boot and Shoe Recorder 





en. 

























WANTED TO PURCHASE 


WANTED TO PURCHASE 











WANTED TO PURCHASE 













CASH 
10r PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ae 



















ten. . quality men’s, 
women's ond children’s saces. 


ne J oolwear "OR OVER 40 YEARS 


MOSINGER-COHN 


1235 Waoshingten $+. Lovis 3, Me 

















GM CASH FOR 
GMB CLOSEOUTS 
GM surPLUS 

GEE DISCONTINUED LINES 
GHD COMPLETE STORES 


TOL MeL aL 


146 DUANE ST, N.Y.C. 8E 3.7290 




















79-81 Reade St. 


BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 





surplus men's, women's and children's shoes. (e) 
Also complete stores considered fa) 
Jobs in Fine Shoes From Fine Sources Since 1931 fe) 


New York 7, N.Y. + Tel: WOrth 25180 (2 











I 


V Quality Shoes V Complete Stores 
/ CLOSEOUTS OR SURPLUS 
from Mfgqr. or Retailer 
Any Quantity . . . Any Timel 


For Quick Action, 
rite, Wire or Phone 


$0O08 St tseBeereeBiwee 






















CE 1-4898 


= CE 1-3762 z 
: QUALITY SHOES SINCE 32 : 
= “WHILE IN TOWN SEE weit” 














WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCKS 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, WN. Y. 
RECTOR 2-4170-4171 








MORRIS BAYROFF 


vormerty with M & R Shoe Co. 
1S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 








MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 
76 Reede Street New York 7, M. Y. 








Telephone: WOrth 2-896! Beekman 3-767! 











WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


ererene snes CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. 





Ivanhoe a RE 
















Surplus Stocks © Cleseouts © Complete 


YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


SAM CAMITTA & SONS 
Foremost Cash Buyers ot Fine Shoe Jobs Since 1906 


Stocks * Your Name and Brand Protected 





95 Reade $1., New York 13, WN. Y. 
COrtiasdt 7-6378-9 








TOP DOLLAR! 
POR vou, coe oe nes, CLOSEOUTS 
EDDY SHOE COMPANY 


192 Me. 4% 2 ty oes 6, Pe. 
: LO 3-9533 











WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE ST., MEW YORK 7, . Y. 
WORTH 2-4856 


RALPH VOGEL 




















No More Worries 
No More Cares 


No More Gray 
Hairs 


LOUIS CAMITTA & SON 
#1 READE ST., NEW YORK, &. Y. 














































CASH PAID FOR 
SHOE STORES 


CLOBE OUTS, JOB LOTS 
SHORT LEASES 7) 


B. SABIN 


101 DUANE ST. NEW YORK 7, MH. Y. 
Telephone WOrth 2-616 








Buy Savings Bonds 








September |, 1955 












Classified sx» Want Ads 











SALESMEN WANTED SALESMEN WANTED 





SALESMEN WANTED 








IF YOU HAVE CONFIDENCE IN YOUR ABILITY TO 
HANDLE A CHALLENGING JOB—READ THIS 


We're looking for intelligent, aggressive young men to fill openings in our growing 
traveling sales force. Our company is one of the largest and most progressive 
manufacturers of Rubber, Fabric and Casual Footwear in the industry. If you're one 
of the men we want, you'll attend our training school, with pay, then join a sales 
force noted for its long, successful associations. We're looking for men 25-35 years 
of age with retail footwear experience who own or are in @ position to purchase o 
cor. If you're looking for a job with a future—one where you earn according to 
your ability to produce, then you'll want to write telling us all about yourself. Terri- 
tory openings are available in various parts of the country. 


ADDRESS BOX 269, CARE BOOT & SHOE RECORDER 
100 EAST 42ND STREET, NEW YORK 17, WN. Y. 








1. WISCONSIN 
2. INDIANA — ILLINOIS 


(OUTSIDE CHICAGO) 


Excellent opportunity with top manu- 
facturer for experienced salesmen in 
above territories. Age preferably 30- 
45. Must now be calling on family shoe 
stores, small chains and dept. store 
basements. Should have one other 
good non-conflicting line but time 
enough to do a real job for us. We 
manufacture women’s, growing girls’, 
misses’ and children’s low heels, 100% 
IN-STOCK. To the right man we have 
an attractive proposition. Write fully 
in first letter. 


PHYLLIS SHOE COMPANY 


95 BRIDGE ST., LOWELL, MASS. 








LOOKING FOR UNUSUAL SALES OPPORTUNITY? 


This popular priced Women’s casual shoe manufacturer, rated AA-1—in busi- 
ness for over fifty years—is SELECTING, not RECRUITING, shoe salesmen who 
can become more successful in several territories now available. If you are on 
the lookout for such an opportunity then what we have to offer can be invaluable 
to you. We have nothing to offer those without wholesale shoe selling experience, 
but if you are seeking to add to your shoe selling success write us and give 
Getalis in first letter, including resume of experience, 

Territories open: 


1. Maine 4. Georgia-Alabama 8. Missouri-Kansas 
2, New York State (exctu. . 
sive of New York 5. Louisiana- 5 9. Oklahoma 
City and Westchester Mississippi 
ounty) = 10. Texas 
3. North and South Caro- 6. Tennessee-Kentucky 
lina 7. Indiana-tilinois 11. California 


ADDRESS #307, CARE BOOT & SHOE RECORDER, 100 EAST 42nd ST., NEW YORK 17, W. Y. 








SALESMEN WANTED 


JUDY 'N’ JERRY, top infants’ budget 
line expanding into children's and misses’ 
sizes. Need experienced representation 
in the following territories: 

1. Virginia - Maryland - Washington, 

D. C.-Delaware 

2. Western Pennsylvania-West Virginia 

3. Oklahoma-Kansas 
All in stock, nationally advertised. Write 
completely in confidence—— 


SHERMAN BROS. SHOE MFG. CORP. 


2270 JACKSON STREET 
LOWELL, MASSACHUSETTS 








Experienced Salesmen SALESMAN 


wanted to carry the money-making, volume- 
priced, nationally advertised Royal Cadet 
line in these territories: Upstate New York, 
Ohio, Indiana, North and South Carolina, 
Louisiana, and Missouri. 


See Our Ads on Pages 84 and 85. 


FOR NEW YORK STATE 


One of the largest independent man- 
ufacturers of children’s, misses’ and 
growing girls’ shoes has an opening 
for a salesman in New York state. 








SALESMEN WITH FOLLOWING 


Leading manufacturer of popular priced 
children shoes with large in-stock department 
seeking representation in several territories. 
Texas, Alabama and New England states 
open in addit’‘on to several others. Out- 
standing line. Volume manufacturer. Can be 
handled exceptionally well as a side line 


Pleasant Valley Shoe Co., Westminster, Md. 








Established business. Give full de- —--—— 
tails. Everything confidential. ATIONALLY BRANDED DANCING 


FOOTWEAR. Six Samples—Six per cent 
Address Box 206, care BOOT & SHOE RECORDER Commission. Tremendous reorders. Address 
100 East 42nd Street, New York 17, N. Y. #264, care Boot & Shoe Recorder, 100 East 


42nd Street, New York 17, N, Y 


Write to: Royal Cadet Division 


LAGANAS SHOE CO. 


Jackson Street Lowell, Mass. 




















CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings. Minimum amount 
accepted 18 words. $3.60. When a box n r is desired, addressed to any of our offices. 12 words must be added for this 
and charged at the word rate. If advertiser's own name and address is used, count each word (street number is one word) 
at word rate. Classified advertising is payable in advance. Send check or money order with your copy. No accounts are 
opened for classified advertising except for regular advertisers on contract. 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 46 words per inch. 

















Advertisements for this page must be in our New York Office 15 days preceding publication date “@&} 








Boot and Shoe Recorder 








SALESMEN WANTED 


SIDE LINE SALESMAN WTD. 





LINE WANTED 





Ls ‘YE of children’s, boys’ and men’s stitchdowns 
tor Joobers, Department Stores, and Chains. 
Excellent opportunity for right man. Territory 
to be We#® Coast and surrounding vicinity. Write 
full details. Address #283, care Boot & Shoe 
meowee, 100 East 42nd Street, New York 17, 


INE INFANTS’ AND CHILDREN’S p pre- 

welts and compo shoes, attractive line with 
stock department. Territory, Lllinois, Indiana 
and Oklanoma. Address #247, care Boot & 
Shoe Recorder, 100 Kast 42nd Street, New York 
iF, mee 

XP ERIENC ED MEN neided for top ies of 

lower-priced men’s dress and work shoes. 
In stock, Fast styling featured. Available as 
side line. State your qualifications. Territories 
available: Texas, Oklahoma, Virginia, Arkansas, 
Illinois, Missouri, Nevada, lowa. Address 
#291, care Boot & Shoe Recorder, 100 East 
2nd Street, New York 17, N.Y. 

P PORTU NITY JUVENILE LINE for 

right salesman with our line of in-stock 
juvenile shoes under name of Old Pal and 
Lucky Star in the following states: Texas, Ok- 
lahoma. Must live in territory and have follow 
ing non-competitive line not objectionable, and, 
in fact desirable. Write, giving all details in 
first letter to: Five Star Footwear Co., In 
43-01 22nd Street, Long Island City, N. Y 


EADING MANUFACTURER of beautiful 

shoe ornaments, require salesmen calling on 
retail or wholesale trade, excellent profitable 
sideline. References required. Best Commis- 
sion. Address #301, care Boot & Shoe Re 
corder, 100 East 42nd Street, New York 17, 
N. ¥ 





RARE OPPORTUNITY for extra income in 

INDIANA if you can carry a trademarked 
in-stock juvenile line in conjunction with yours 
Drawing account. Sinbac Shoe Co., 325 
Monroe St., Chicago, Illinois 

ASTERN MANUFACTU RER- of Children’s 

stitchdown oxfords, boots, sandals and slip 
pers. Commission basis. Must sell volume ac 
counts, Address #000, care Boot & Shoe Re 
corder, 100 East 42nd Street, New York 17, 
N. Y. 


OMMISSION SALESMAN wanted for es 

tablished Ohio territory on in-stock infants’ 
and children’s shoes, growing girl’s saddles, 
loafers, flatties. Retail $2.95 to $6.95. Non- 
conflicting line permissible. North and South 
Carolina territory also available Highland 
Shoe Co., ent Akzon, Pennsylvania. 


ALESMAN WANTED Nationally known 

quality slipper manufacturer of men’s, 
women’s and children’s indoor-outdoor line 
sires high type representative to sell better 
grade shoe and department stores in Mid-West 
ern territory. Non-conflicting quality side line 
may be carried. Give full qualifications, expe 
rience and recent snapshot. Swan Shoe Co., 
TInc., Baltimore 5, Maryland 


EN WANTED for following territories to 

feature our fast-moving, medium and 
lower-priced men’s dress and work shoes. Must 
have experience. Side line permitted. State 
your background. Territories available: Mich 
igan, Indiana, Kentucky, Tennessee, Ohio, 
Rocky Mountain States. Address #292, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. ¥ 


M EN wanted for following territories to fea 
ture our fast-moving, medium and lower 
priced men’s dress and work shoes. Must have 
experience, Side line permitted. State your 
background. Territories available: Michigan, In- 
diana, Kentucky, Tennessee, Ohio, Rocky Moun 
tain States. Address #317, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 
N.Y 








POSITIONS WANTED 


UALIFIED RETAIL MANAGER. Experi 

enced in all phases of shoe business medium 
and better grade. Interested in management of 
department, small chain, or store. Address 
#311, care Boot & Shoe Recorder, 100 Fast 
42nd Street, New York 17, N. Y 





September |, 1955 

















SIDELINE SALESMAN WANTED FOR 
NEW ENGLAND AND NORTHERN 
NEW YORK STATE BY: 

Old established nationally advertised 
casual and flat manufacturer in the 
medium price field. 











Address Box 313, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York {7, Y. 





IDELINE SALESMAN wanted to carry in 

stock line of popular priced work shoes 
Territory open includes Southern Wisconsin 
Illinois, Indiana, lowa, North and South Da 
kota, Ohio, Michigan, Montana, Wyoming 
Write Union Shoe Mfg. Company, 1521 North 
10th St., Sheboygan, Wisconsin. Manufacturers 
of “The Columbia Line.” 


XPERIENCED men needed for top line of 

lower-priced men’s dress and workshoes. In 
stock. Fast styling featured. Available as side 
line. State your qualifications. Territories avail 
able Texas, Oklahoma, Virginia, Arkansas, 
Illinois, Missouri, Nevada, lowa Address 
#316,, care Boot & Shoe Recorder 100 East 
42nd Street, New York 17, N. ¥ 





HELP WANTED 
WANTED: EXPERIENCED SHOE MAN 


Able to take orders and measurements for special 
made to order shoes for irregular feet. Hand made, 
also factory specials. Leaders in this field. Offers 
excellent future to right man. Write giving age, 
experience and salary. Confidential, 


Address Box 303, care BOOT & SHOE papegene 
100 East 42nd Street, New York 17, 

















LIPPERS—-Leading N. Y. manufacturer of 
Ladies and Misses $2-$3 retail McKay and 
(Compo slippers has opening for experienced 
volume salesman with chain, mail order and 
large jobber connections in Midwest and South 
ern territcries Address #306, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N 





GIVE-AWAYS 


OMIC BOOKS—LOW PRICES! Full-size 

regular 10¢ comics without advertising cov- 
ers—app. 2¢ each! Many assorted titles. Selected 
for children. 150—$4.90; 500-—$11.50; 1000— 
$19.90; F.O.B, Phila, Extra—Your Three-Line 
Advertising Sticker pasted on each comic;— 
1000 or less—$3.80; over 1000—-$3.80/M. Send 
cash, check, ELLIS SPECIALTIES INC., 
1225 Vine, Philadelphia, Pa 





SPECIAL! WALT DISNEY COMICS app. 

1¢ each! New 32 pages, 25%” x 7”. Large 
Assortment: 500-——$6.50; 1000—$11.50; 5000— 
$10.00/M. F.O.B. Phila. Send cash, check 
ELLIS SPECIALTIES INC., 1225 Vine, Phil 
adelphia, Pa. 





A® PROVED Children's COMIC BOOKS, full 

covers $27.50 per 1000. BALLOONS $16. 50 
per 1000. Samples upon request. JANSON 
SALES CO., 4173 Third Avenue, New York 
57, New York. 





POSITIONS WANTED 


UYER—RBetter grade shoes 
chandiser. Sharp detailer of high fashions 
“Promotional” minded. Managerial background 
Department store, chain and specialty store ex 
perience. Age forty. Address #300, care 315¢ 
Wilshire Blvd., Los Angeles, California 
ONTOUR molded shoe 
MANAGER PRESENTLY EMPLOYED 
with one of N, Y. C. leading competitive com 
panies producing contour molded shoes. Seeks 
change for hetter opportunity. Address #295 
care Boot & Shoe Recorder, 100 Fast 42nd 


Street, New York 17, ms Ce 





Excellent mer 





PRODUCTION 


LINES WANTED 


SALESMAN WITH FIRST CLASS 
CONNECTIONS TO CHAIN STORES, 
WHOLESALERS AND DEPART. 
MENT STORES !8 LOOKING FOR 
A VOLUME LINE, PREFERABLY 
CHILDREN’S SHOES. TERRITORY 
COVERED EAST COAST INCLUDING 
NEW YORK CITY. 


Address Box 200, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











yor NG MARRIED MAN with following 

wishes to represent popular price manufac 

turer's line of footwear in NEW ENGLAND 

Experience ten years retail and six years road 

\ddress 3308, care Boot & Shoe . order, 
Fast 42nd Street, New York 17 y 


HIROPODIST on ground thor North side 

Chicago location, would like to add a good 
line of Men's, Women’s and Children’s shoes, on 
Outstanding shoe back 
wround and excellent references. Address #314, 
care Boot & Shoe Recorder, 100 East 42n 
Street, New York 17 ; 


consignment basis 





FOR LEASE 








FOR SALE 


Exclusive use of trademark mailing lists of 
epproximately 9000 retailers and good will 
o! established successful wholesale operation 
of dancing type tootweor elling retailers 
nationally Commun ite 
IRVING WEINSTEIN 
291 Broadway, N. Y. C., BA 7-8574 











AMILY SHOE STORE Located in the 

fastest growing section of Obio, Established 
many years Handling national advertised 
brands \ well man can more than double pre 
ent business Long reasonable lease Address 
23, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N 


TWO HIGH GRADE CHILDRENS leased 

shoe departments in the finest stores in De 
troit, Exceptional opportunity for right person 
Address 2299, care Boot & Shoe Recorder, 100 


Kast 42nd Street, New York 17, N Be 


*HOE STORE FOR SALE. Southern Con 

5 necticut Women’s Orthopedic and Chil 
dren's Shoes Top branded lines Excellent 
income for nearly 14 years, Ideal operation for 
man and wife. More information write. Ad 
lress 2294, care Boot & Shoe Recorder 100 
Fast 42nd Street, New York 17, N y 


SHUk STORE, profitable family 100% loe., 

of the finest shopping areas Westchester 
advertised brands, volume 
Owner retiring. Address #279, care 
Boot & Shoe Recorder, 100 Fast 42nd Street, 


New York 17, N. ¥ 


om 
County nationally 


$60,000 


ROSPEROUS CHILDREN’S. SHOE STORE 
p Selling Boys’ Girls’ Children’s, and Men's 
Shoes; plus a profitable corrective line which 
was built up through the aid of about 50 local 
physicians. We also maintain a corrective work 
This complete business 
« housed in a beautiful Colonial store; on the 


ind repair department 


Main Line Philadelphia's exclusive suburb 
4 life-time opportunity for a good shoe man 
High-grade stable stock, fixtures, ard good will 
Price $25,000, Michels Shoe Store, 278 Mont 


omer Avenue, Bala Cynwyd, Pa 


PAMIL Y SHOE STORE in South East Mis 

souri, Address #302, care Boot & Shoe Ke 

order, 100 Fast 42nd Street, New York 17 
Y 
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FOR SALE 


S HOF STORE. Advertised brands. Good Mo 
cation m north west Pennsylvania. Industrial 
Stock $11,500, 
Address #270, 
100 Kast 42nd 





town. 85% tote and teens trade. 
Low rent, Priced reasonable 
care Boot & Shox Recorder, 
Street, New York 17, N 


ONE of New Jerseys finest family shoe stores, 

in Hudson County, estaltished many years, 
featuring nationally advertised brands. Modein | 
ais conditioned, good sales volume, good lease, 
can be bought with or without inventory Ad 
dress #315, care Boot & Shoe Recorder, 100 
Vast 42nd Street, New York 17, N 4 





FOR LEASE 


ONCESSION available for lease in men’s 
clothing store on Vifth Avenue near Smith- | 
held Street opposite Frank & Seder Department 





Store Well established store, considerable 
amount of charge business catering to good 
grade popular price men’s wear. Two-floor op- 
eration, This store now being remodeled in a 


very modern way Excellent 
right party. Answer at once § 
Fifth Avenue, Pittsburgh, Pa 


opportunity for | 
uben, 509 





PERSONAL | 





PPLEBAUM—Information as to present ad 

dress or location of man named above who 
worked in Walk Over Shoe Store in Morgan 
town, West Virginia in 1917. Any information 
send to: Address #288, care Boot & Shoe Re- | 
gorder, 100 East 42nd Street, New York 17, 





WANTED TO PURCHASE | 








SEPTEMBER SPECIAL OFFER 


Mercerized laces. All colors, 24" and 
27" lengths. 72 pair to gross @ $1.50 
per gross. Banded pairs—Boxed. 


BERKO SALES COMPANY 
27-22 30th Avenue Long Island City, W. Y. 








WANTED | 
SHOE STORES 


Interested in shoe stores located in middiewest and 

southwest, featuring women's and children's shoes. 

poate “lt information arding =, fixtures, 
jeare and volume. All replies confidential 

pon Box 306, care BOOT & gnoc RECORDER 
100 East 42nd Gtreet, New York 17, N. 











SHOE STORE in the Los Angeles area 

State location, type of store, volume, and 
selling price. Address #298, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 
N.Y 


Pandora Holds Trunk Show 


DayTon, O Dayton women were 
given an opportunity to create their 
own shoe designs during a_ recent 


trunk showing of a custom collection 
of Pandora shoes at the Rike-Kumler 
Company here. 

Joseph Ling, fashion 
from the manufacturer's St. 
office, conducted the show. 
fashions were included in 
pany’s collection. 


coordinator 

Louis 
Holiday 
the com- 
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International Plant Cited 
For Million Safety Hours 


Sr. Louis—For completing well over 


1,000,000 hours without a lost time 
accident, the Windsor, Mo. plant of 
International Shoe Company recently 


was awarded a plaque by the Liberty 
Mutual Insurance Company. The plant 
produces men’s dress and work shoes 
with welt construction. 

Ira Mounts, plant superintendent ac- 
cepted the plaque for the company 
from A. R. Parrish, senior safety 
engineer of the insurance firm. The 
plaque was inscribed, “Award of 
Merit, International Shoe Company, 
Windsor, Missouri. In recognition of 
the accident prevention record of their 
employes in operating without a lost- 
time accident for 1,389,660 man hours, 
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February 16, 1953 to April 8, 1955.” 


Sudbury Shoe Selects Site 
For New Factory in Maine 


FARMINGTON, Me.—Farmington has | 
been selected by the Sudbury Shoe | 
Company as the site of a new factory, | 
the construction of which will be com- 
pleted some time early in December. | 
The new factory, a one-story struc- 
ture, it is reported by Ted Poland, head 
of the company, will contain 43,000 
square feet and will give initial em- 
ployment to approximately 250 work- 
ers. It will have a capacity of be- 
tween 7,500 and 10,000 pairs a day. 
This is the first shoe factory to be 
built here. 

Farmington is about 15 miles from 
Livermore Falls, where Sudbury has 
another factory producing 10,000 pairs 
a day. To this factory 16,000 square | 
feet of space are being added, to wing | | 
the total to 60,000 square feet. 


Hunter L. Barrett Elected 
President, Barrett & Company | 


NEWARK, N. J.—Barrett & Company, | 
Inc., leather manufacturers here, an- | 
nounced that Hunter L. Barrett, who 
has been acting as executive vice-| 
president since the illness of his father | 
a year ago, has been elected president, | 
succeeding the late William H. Barrett. | 
Other officers reelected were George | 
J. Martin, vice-president and §S. F.| 
Hevener, treasurer and secretary. 


Plan Drive for ‘Tall’ Shoes 


New YorkK—The Fall advertising | 
campaign for “Elevators” shoes, manu- 
factured by Stone-Tarlow Company, 
Inc., Brockton, Mass., will be built 
around the theme “You may think 
you’re tall enough, but what do others 
think?” National magazines, a heavy 
trade campaign, dealer aids and an 
itinerant motion display will be used, 
according to Charles L. Rothschild, ex- 
ecutive vice-president of Emil Mogul 
Company, Inc., agency for the account. 











Accepted throughout the entire 
shoe industry as the most accu- 
rate and practical foot measur- 
ing device for proper shoe fitting. 


ALL MODELS $15* 


*Available at special cooperative price 
if ordered through certain shoe manufac- 
turers. For this list and full details write to 


THE BRANNOCK OEVICE CO 
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OH YOUR 


NEWSPAPER ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 

* 


Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 
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Flex-Mor Shoe Co. Rochester, N.H. 


| NESLA Sponsors Meetings 


On Shoe Machinery Question 


Boston——-The New England Shoe 
and Leather Association sponsored 
two meetings designed to give member 
shoe companies an understanding of 
the proper methods for determining ad 
vantages in the purchase or lease of 
machines made by the United Shoe 
Machinery Corporation. These semi- 
nars were held on Wednesday, Au- 
gust 17, at the Hotel Statler, Boston 

Professor Robert N. Anthony of 
Harvard’s Business School explained 
the formulae he developed in his book 
“Shoe Machinery: Buy or Lease” as 
well as in his “A Short-Cut Method for 
Valuing Used Shoe Machinery,” both of 
which were prepared for the National 
Shoe Manufacturers Association. A 
copy of the latter, plus new Lease-Buy 
Analysis Work Sheets to be used with 
both methods, were furnished gratis 
to members attending the seminars. A 
question and answer period followed 
each one-hour session. 
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..» In Industry Circulation 


The total paid circulation of BOOT 
AND SHOE RECORDER is greater 
than the total paid circulation of any 
other shoe publication. 


*19,543 — Average total paid circulation 
from July to December 1954. 





Boot and Shoe 


100 EAST 42nd STREET, NEW YORK 17, N. Y. 


.--Among Shoe Retailers Who Buy 





According to a national personal 
interview survey among RECORDER 
subscribers,* almost 4 out of every 5 
of them do the buying for their stores 
and shoe departments and they buy 
more shoes than do the subscribers 
to any other shoe publication. 
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...-In Retail Coverage 


81.7% coverage of 14,143 Inde- 
pendent Shoe Stores in U.S. 


88.6% coverage of 2,682 Leading 
Department Stores in U.S. 


96.7% coverage of 308 Chain Store 
Buying Headquarters in U.S. (con- 
trolling approximately 5,500 stores). 














... In Advertising Pages 


In 1954, BOOT AND SHOE RE- 
CORDER carried more than TWICE 
as many advertising pages as any 
other shoe publication. 89.9% of 
RECORDER subscribers used BOOT 
AND SHOE RECORDER cds as a guide 
in making their purchases. 


*BOOT AND SHOE RECORDER Readership 
and Impact Survey by National Analysts, Inc. 
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COLONIAL TANNING CO., INC., Hr) BOSTON 11,MASGSACHUSETTS 
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For Active Fall and Winter Selling ~ 








THE ALL BOYS’ ACTION SHOE 
THE MOST POPULAR LINE 


OF BOYS’ SHOES 


IN AMERICA Style No. 2922 


BROWN —Lined 
Gro-Cork S$ 
Ru r Heels 


Style No. 2472 ty 

CHERRY Neolite Sole— 
Reinforced, Rubber Heels 
Diamond Stormwelt 

Boys’ Sizes: 
Width B; sizes 312 to 6. Style No. 2921 
Widths C and D; sizes 212 to 6. ssh Coantc' 
Width E; sizes 31 to 6. IN-STOCK ge bin ber 

Big Boys’ Sizes: FOR a 
Width B; sizes 612 to 9. Wid 
Widths C and D; sizes 6'2to 10. GERBERICH 
Width E; sizes 6% to 9. DEALERS 
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\ ) MOUNT JOY, PENNSYLVANIA 
» - Available in Canada From J. LECKIE & CO., LTD. 
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